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Drop That Crutch! 


HEN the Duke of Windsor passed up the 

throne of Britain and they crowned George, 
they likewise called him a number of names— 
King of Great Britain, Emperor of India, De- 
fender of the Faith, and so on. It sounds pretty 
serious and it is. And maybe it would be good 
for the industry if we held a coronation ceremony 
every five years for electrical wholesalers. 

It is not that all wholesalers have such kingly 
qualities or that the rest of us would like to bow 
the head and bend the knee. We are thinking of 
the effect upon the victim himself. For when 
you enthrone a man “Defender of the Faith”, it 
must make him ponder a bit about his moral 
responsibilities. So before the world, we would 
like to solemnly bestow upon all wholesalers the 
honorable title of “Defender of the Price”. 

After all, the function of a wholesaler is not 
the mere shipment of goods from place to place, 
the simple distribution of electrical products over a 
territory. The wholesaler’s economic and moral 
responsibility is distribution—at a price! The 
whole industry looks to him for this service; and 
unless he performs it honestly and completely, the 
welfare of manufacturer, contractor and dealer 
suffers and the electrical business has another pain 
somewhere. 

And, of course, that means also that every time 
a wholesaler hires a salesman, he too should fea- 
ture in a ceremony. We might have him fast a 
while before the altar in a neighboring church, 
like gentle knights of old. Then before he leaves 
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to catch the 6:19 or heads his coupe for Route 12, 
we would just kneel him down for the accolade— 
tap him on the shoulder, you know—with a time 
table and a road map rolled up, tied with red tape. 
And then, we would say “Rise Sir Salesman! 
Knight of the Catalog! Defender of the Price! 
And May God have mercy on your Soul—if you 
cut it!” 


LOT of wholesalers and many of their young 
men seem to miss this point—that orderly, 
economic distribution means re-selling at a price! 
They forget it is the profit margin that pays their 
salaries and keeps the business going. They forget 
that they can preserve their own jobs and protect 
their families only by producing full profit on each 
sale they make. And so they get into a weak and 
lazy habit of using price as a crutch. They give 
part of the profit away to make the selling easier. 
But no wholesaler in this industry needs any 
crutches. And no salesman should be permitted to 
use one. We have a great and steadily growing 
market. We have a broad line and an increasing 
demand. Why not be glad and drop this crutch 
and prosper? 

This matter of price is taken too lightly. Price 
is vital. It should be sacred. It can be defended, 
protected, maintained, made unassailable, when 
salesmen realize that the products and the service 
they offer are worth full price. Prices in this field 
are cut only when salesmen lack conviction and 
courage. And when that happens it means that 
management too has fallen down. 
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9-CIRCUIT RECEPTACLE 


ONE circuit of this Duplex Receptacle is usually 
wired so the current is always ON, to permit of 
plugging in various household appliances. The 
other circuit is controlled by a wall switch as in- 
dicated in the illustration. This switch-controlled 
circuit may be utilized for operating floor lamps 
and table lamps, saving the bother of turning 
lamps on and off one at a time. 


The 2-Circuit Receptacle is all Bakelite, side- 
wired. Plates may be had in Bakelite, brass or 
cream-tinted white IVORYLITE. Separate fuses 
are used for each of the circuits— 15 amperes to 
the circuit— allowing two heavy loads from each 
receptacle without blowing fuses. These features 
make the 2-circuit outlet the EXTRA-Conveni- 
ence Outlet for your modern homes. 


SOLD THROUGH YOUR ARROW ELEGTRIG DIVISION ELECTRICAL WHOLESALER | 


a LMR ARROW-HART & HEGEMAN ELECTRIC CO, HARTFORD, CONN. 
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Contractors 
On Trial 


With You! 


By 
Earl Whitehorne 


We have a quaint old custom in 
the electrical industry. Whenever 
two or three of us are gathered to- 
gether, we talk about adequate wir- 
ing and how the contractor is fail- 
ing to do a selling job. And when 
we have polished him off, we tell 
the one about the traveling sales- 
man and the farmer’s daughter— 
or something modern. 

Of course, the real joke is on 
the rest of us. For the contractor 
is no more geared to do a selling 
job than the carpenter or the 
plumber. He could. He should. 
He is beginning to in spots. But 
he hasn’t been doing much along 
that line, because he is a mechanical 
minded man—and for a lot of 
other reasons that you know about. 

So don’t let’s spend any time on 
that. The carpenter hasn’t sold 
America on building better homes. 
The plumber hasn’t sold ’em on 
passionate bath rooms. The elec- 
trical contractor hasn’t sold ’em on 
the so called electrical standard of 
living. And there you are. 

But here is the difference—that 
while the home magazines and the 
manufacturers of paint and pipe 
and tile and this and that have been 
talking John and Mary into buy- 
ing jolly little cottages with gold 
finger nails, the electrical industry 
has been sleeping sweetly in the 
sun. Prosperity and expanding 
markets have lulled us into com- 
placency. 


The appliance manufacturers 





Two million homes like these will be built in the next few years, 


with 1920 electrical standards—unless electrical men wake up. 


have warbled about their lamps, 
their ice cubes and their roasters. 
The power companies have pre- 
sented their service as God’s best 
gift to man and wife. But nobody 
has stopped to think that, without 
more and more wire in the houses. 
all these added appliances and 
lamps and other do-funnies would 
some day over load everybody's cir- 
cuits and make a mess of things. 
Even the wire people, who might 
have worried about this and done 
something, have just gone on 
ladling out Old No. 14, with a few 
faint warnings. 
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And now what? There’s Hell to 
pay and no pitch hot! 

It isn’t only that a large part of 
22,000,000 houses in America are 
now under-wired and the home 
market for appliances and energy is 
steadily tightening up and petering 
out— 

It isn’t that 2,000,000 new homes 
will be built in the next few years, 
wired to the standard of 1920, be- 
cause nothing effective is being done 
to make their circuits modern in 
size of copper and number of 
switches and receptacles— 

And it isn’t that the whole market 
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for residence installations and ex- 
tensions has been abandoned by 
qualified contractors and _ turned 
over to the dollar-an-outlet lads— 

And it isn’t that most American 
homes are now suffering from volt- 
age drop that dulls the brilliance of 
their light, slows up their cooking, 
kills their comfort and wastes their 
money in hot wires— 

But while we have been prattling 
about all this and doing nothing to 
help it, we have quite forgotten to 
ask ourselves what’s been happen- 
ing in the factories? And what’s 


One hundred thousand factories are los- 
ing money on voltage drop, poor power 
factor and obsolete equipment—W hose 


fault? 


Two hundred thousand or more ne- 
glected stores like this are waiting for 
more wiring and more light—waiting 


for whom? 


the condition of the wiring in com- 
mercial buildings? The answer is 
plain to see in every city. 

During the depression, no factory 
spent a cent for plant or main- 


tenance that it could help, but 
all the time was loading on more 
electric light, power, heat, control 
and ventilation, to try and bolster 
up efficiency and cut the cost of 
production. They tacked up ex- 
tensions until the average factory 
wiring today is suffering from volt- 
age drop, low power factor and 
probably irresipilis and syatica. And 
in four out of five the light is bad. 
There are 100,000 factories in 
America that need their wiring 


modernized right now and can pay 
the cost out of money it will save. 
And just so, there are maybe 
200,000 or 500,000 stores, offices 
and other commercial buildings with 
circuits equally obsolete and over- 
loaded. In each of them this con- 
dition drains money out of the till, 
and management will gladly mod- 
ernize, if somebody will please come 
and show them why and how. And 
this says nothing of the appalling 
situation that exists throughout the 
land in institutions of all kinds and 
public buildings. There are six 
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school fires every day, a scandalous 
proportion of them from electrical 
causes. 

There is the situation, you elec- 
trical wholesalers—and what are 
you doing about it? You are 
doing just what the contractor and 
the power company and the manu- 
facturer are doing—almost nothing! 

You say it’s the contractor’s job to 
do the wiring. I say he can’t do 
it alone—and you know that’s true. 
And he can never do it with all 
your help, working the way he has 
worked in the past—and he doesn’t 
realize it. Do you? 

Times have changed. We're liv- 
ing in a new world. The old meth- 





ods no longer fit. What new meth- 
ods are needed? It isn’t very hard 
to see. 

To modernize the wiring of fac- 
tories on the modern scale of need, 
some one must go with instruments, 
analyze present conditions, demon- 
strate possibilities of economy—in 
terms of both production and labor 
relations—point out the basis for 
financing, close the sale and do the 
job. And with adaptions, the same 
approach is necessary with com- 
mercial, institutional and _ public 
buildings. It is a matter of dollars 





and cents plus business and public 
policy. 

And to modernize 5,000,000 or 
10,000,000 homes, in the next five 
years, calls for an entirely new kind 
of highly organized community sell- 
ing, matched with mass production 
installation methods, at costs now 
undreamed of by most contractors. 
It is coming just as sure as dogs 
have fleas and it is either going to 
be done by men now in the elec- 
trical business or others who will 
climb over us to glory. 

So the most vital question before 
the electrical industry today is 
whether the contractors, wholesal- 
ers, manufacturers and power com- 
panies now in the business are going 
to awake to this emergency and or- 
ganize to do this job. Or will retri- 
bution have to come and roll us out 
flat ? 

America needs new wiring today. 
Next year the need will be more 

(Continued on page 73) 
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bo Not Fear 
The Co-Ops 


They are just another type of outlet 


HERE are various kinds of co-ops. 

Many are marketing organiza- 
tions, others are service organiza- 
tions, formed so that consumers may 
do things for themselves which they 
would otherwise: pay someone else 
to do for them. Co-operative market- 
ing or producers groups, which are 
only incidentally consumers’ co-ops, 
are the most important in the coun- 
try at the present time, and these 
groups do a large part of the co-op- 
erative purchasing of which we hear 
so much. 

The consumer co-ops about which 
business is most deeply concerned, are 
those in competition with wholesalers 
and retailers in household supplies 
and small unit items. They are buy- 
ing organizations which retail to 
consumer members. Others whole- 
sale to individual retail co-ops, but 
whether wholesale or retail, such 
co-ops are purchasing agencies for 
groups of consumers. 

There are two chief reasons why 
cooperative buying appeals to the 
average consumer: 
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By JOHN H. FREDERICK 


1. They believe, or are led to be- 
lieve, that retailers and other middle- 
men make unfair profits. By 
organizing a co-op, the members hope 
to keep these profits for themselves, 
to be divided among them in propor- 
tion te the amount of business each 
member does with the co-op during 
the year. These payments are called 
patronage dividends. 

2. They believe, or are led to be- 
lieve, that co-ops sell better quality 
merchandise—they are not out to 
“skin the consumer.” 

Strange as it may seem, the spon- 
sors of consumer, co-ops never con- 
sider that there may be losses. They 
always speak of the “profit system,” 
—not the “profit and loss system,” 
which it really is. Also, there is noth- 
ing magical about a co-op which 
raises the quality of its merchandise 
above that found in privately owned 
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stores. Unless the co-op is also the 
producer, other stores must have the 
same merchandise, but under differ- 
ent labels. 

The distinguishing characteristic 
of the consumer co-op lies in its 
ownership. All its differences from 
any other business enterprise spring 
from this one factor. It knows no 
special tricks about wrapping bundles 
or decorating store windows. It can- 
not even be said to do away with the 
profit system, but rather to transfer 
the receipt of profits from those who 
provide the capital or manage the 
enterprise to the consumers who use 
it, whenever patronage dividends are 
paid to members. 

The spread of consumer co-ops has 
been largely in agricultural states. 


Farmer purchasing organizations, 
often developed from cooperative 
marketing associations, buy large 
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quantities of products which are used 
in the production of crops. In other 
cases cooperative retail stores have 
been: established in rural and small 
suburban communities. Few con- 
sumers’ co-ops exist in towns with 
population in excess of 10,000 in- 
habitants. 

For the most part, the co-ops deal 
in staple articles, such as farm equip- 
ment, binder twine, fertilizer, cattle 
feeds, cement, lumber, gasoline and 
oil. Groceries, clothing and automo- 
bile supplies are also sold by many 
co-ops. Where wearing apparel is 
handled there is practically complete 
absence of merchandise involving 
style factors. 


How Important Are Co-ops? 


It is estimated that total sales of 
co-ops in 1935 were about $400,000,- 
000, representing a 9.6 per cent in- 
crease over their 1933 total, 
($365,000,000) but private retail 
business showed an increase during 
this same period of about 31 per cent, 
from 25 billions to 32 3-4 billions. 
These figures show that co-ops did a 
smaller: part of our total: business in 
1935 (1.2 per cent) than in 1933 
(1.5 per cent). 

As yet the cooperative movement, 
as measured by volume of sales, is un- 
important in the marketing set-up of 
this country. It is very largely a 
rural development, and is certainly 
not “sweeping America.” Moreover, 
it is confined to a few: fields of re- 
tailing, sticking very close to staple 
merchandise. 

Most American consumers don’t 
give a hoot whether they are served 
by cooperative or private stores—as 
long as they are served. The small 
“savings” which co-ops offer are too 
insignificant to attract many. - 


Do Consumers Want Co-ops? 


American consumers really haven’t 
become excited about co-ops, despite 
the evangelical fashion in which the 
idea has been presented to them. 
There are various reasons for this, 
but they all level down to a single 
one—the attitude of the individual 
consumer. 

1. Americans aren’t very careful 
buyers. The relatively low wages 
of Europe, where co-ops have become 
most important, have made slight sav- 
ings necessary. 


10 


2. American consumers like our 
present attractive retail stores, offer- 
ing a large variety of goods. Con- 
sumers do not resent the advertis- 
ing methods employed by American 
producers, as much as some would 
have us believe. Moreover, there 
are lots of consumers who know that 
the competitive situation prevents the 
average merchant from making a 
large profit. When they do think 
about it, consumers can generally 
see that margins for patronage divi- 
dends from a co-op would, therefore, 
be small. 

3. Most people are still entirely 
ignorant of the nature of the co-op- 
erative movement. ‘There is no out- 
standing leadership, no promoter to 
give the necessary impetus, if we may 
perhaps except the Consumer Dis- 
tributing Corporation founded by the 
late E. A. Filene. This was organ- 
ized in 1936 to serve as the nucleus 
of a chain of cooperative department 
stores and is now financing coopera- 
tive projects at the low rent govern- 
ment housing settlement at Green- 
belt, Md. Individual enterprise 
springs up through the decision of 
one man. The organization of a co-op 
involves spreading the enthusiasm 
among a large number—not such an 
easy thing to do. 

4. Consumers are not skilled bust- 
ness managers. Nor have coopera- 
tives shown any great concern over 
obtaining, or even being willing to 
pay for, competent management. 
Therefore, co-ops are collapsing from 
time to time, thus casting disrepute 
on the entire movement, particularly 
in certain sections of the country. 


Are Co-op Prices Lower? 


The co-ops contend that their op- 
erations are conducted more economi- 
cally than similar private enterprises. 
Only scattered information covering 
operating costs of co-ops are avail- 
able, and that which is available is 
not comparable with similar figures 
for various lines of retailing and 
wholesaling. Moreover, these figures 
come from co-ops which are success- 
ful. Many of the co-ops handle such 
a large number of merchandising 
lines that any comparisons which 
might be made with data covering 
private operations are useless for 
practical purposes. The fact re- 
mains that consumers’ cooperatives 
have not yet conclusively demon- 





strated their ability to reduce costs 
of distribution. It should be expected 
that reduction in costs would be re- 
flected in lower prices to the con- 
sumer. Even taking into account pat- 
ronage dividends paid by most co-ops, 
the reduction in prices to their mem- 
bers has been small. 


Plenty of Competition 


Due to the competitive conditions 
in the United States, there are many 
different channels of distribution in 
nearly all trades. Each competes 
with the other, so that prices of the 
ordinary necessities of life are usu- 
ally kept in balance. Each type of 
retailer, for instance—whether inde- 
pendent merchant, chain store, mail 
order establishment, department store 
or specialty shop—influences com- 
petition to some degree. 

So the American consumer has 
many varieties of merchandise to 
choose from—at prices he or she can 
afford to pay. The consumer co-ope, 
so far as the United States is con- 
cerned, becomes nothing but another 
competitive force in a highly complex 
situation where retail prices are, and 
have been, adjusted through constant 
interplay between competitors. 


Co-ops May Grow Here 


Despite the reasons why co-ops 
have made only slight progress here 
there are reasons why they may 
develop in the United States. 

The American consumer may be- 
come a more careful buyer. Pres- 
sure of low wages and unemploy- 
ment, coupled with rising prices, may 
make it necessary for the average 
consumer to concern himself with 
every real or fancied opportunity to 
economize. 

Defenders of co-ops deny that con- 
sumers are fairly well satisfied with 
present retail outlets. They cite evi- 
dence of a rapid development of con- 
sumer dissatisfaction as indicated by: 

1. Subscriptions to “consumer serv- 
ices”’ ; 

2. The large sales of books dis- 
cussing the character of commodities 
and marketing methods ; 

3. The action of such powerful or- 
ganizations as the Federal Council 
of Churches of Christ in America, 
which was responsible for the state- 
ment “that the cooperative move- 
ment is one of the major techniques 
in making possible the kingdom of 
God on earth.” 
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NEWA 


Meets at (leveland 


TENTATIVE PROGRAM 


Monday—October 18, 1937 


2 30 PD 3M} Metin of Executive Committee. 


Tuesday—October 19, 1937 
10:00 A.M.—Commodity Committee Meetings. 


Committee Chairman 
Apparatus and Control Karr Parker 
Armored Conductor H. D. Roseth 


Batteries and Flashlights H. C. Calahan 
Conduit Fittings and Boxes J. H. Gleason 


Fan Motors C. W. Johnson 
Industrial & Commercial Light- 

ing W. Williamson 
Lamp F. R. Eiseman 
Radio and Tubes P. Stern 
Ranges and Water Heaters H. I. Sackett 
Refrigeration D. H. O’Brien 


Residential Lighting Fixtures J. I. Bogdan 
Ventilating & Air Conditioning R. A. Querbes 
Washers, Ironers and Cleaners R. J. Brown 
Wires and Cable H. B. Tompkins 
Wiring Devices W. F. Perry 
2:30 P.M.—Conferences of above Commodity Com- 
mittees with Manufacturers (except 
Refrigeration Committee). 


8:30 P.M.—Commodity Committee Meetings. 


Committee Chairman 


Conduit D. L. Fife 
Outside Construction Materials G. F. Hessler 
Small Socket Appliances W. J. Kranzer 
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Wednesday—October 20, 1937 


9:30 A.M.—Conference of Outside Construction 
Materials Committee with Pole Line 
Hardware Manufacturers. 

10:00 A.M.—Conference of Conduit and Small 
Socket Appliances Committees with 
Manufacturers. 

10:30 A.M.—Conference of Outside Construction 
Materials Committee with Bare and 
Weatherproof Wire Manufacturers. 

2:30 P.M.—Opening Session for Members and 
Guests. 

Address—L. E. Latham, Chairman— 
Executive Committee. 

Report of Program Committee—D. L. 
Fife, Chairman. 

Address—The Electrical Wholesaler’s 
Position from the Standpoint of Re- 
cent and Impending Legislation— 
Dana T. Ackerly, Esq., Counsel. 

Address—George E. Whitwell, Vice- 
Pres., Philadelphia Elec. Co. 

8:30 P.] i . ; i 





Thursday—October 21, 1937 


9:30 A.M.—Session for Members. 
Report of Operating Cost Commiuttee— 
J. G. Johannesen, Chairman. 
Commodity Committee Reports and 
Discussions. 

2:00 P.M.—Session for Members. 
Commodity Committee Reports and 
Discussions. 
Unfinished Business. 
New Business. 
Adjournment. 
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He Should Aave barsled 






Dear Phil :— 


I’ve said a lot of hard things about 
bum contractors, but you know as well 
as I do that the good wire and pipe 
babies are the best friends we’ve got. 
If all the dough I made off their pitch- 
ing was in my pass book today I would 
be driving a Cadillac. 

I’ll never forget the first call I 
made on a contractor; incidentally, it 
was the first call of any kind I made 
as a jobber’s salesman. After walking 
back and forth past the place, loaded 
down with a 40 pound sample case and 
the old 20 pound “electrical Bible,” I 
worked up my courage and dashed in. 
Of course it would be the wrong 
moment, he was at the phone and had 
just got hold of one of his men. “Oh, 
it’s you, is it?” he yells. “Listen, you 
blanked-up, fuzzy-mugzled, _ barrel- 
house bum, you’re through! You ain’t 
worth two whoops in hell and a dried- 
apple damn! I’ll send your money, and 
don’t you show up here, if you do I’ll 
break you in two!” 

Honest, Phil, I tried to get going, 
but I might as well been dressed in 
one of those diving suits, with lead 
in the feet—I was stuck to the floor 
with my knees beating a tattoo, and 
the samples and catalog had changed 
to a couple of pianos. I figured he 
would tear me limb from limb and I 
tried to think fast if I would fight him 
and die quick, or would I try to talk 
him out of it with a sick mother or 
something. Just then he turned around 
and says, soft as honey: “Good morn- 
ing, sir. I’m sorry you arrived dur- 
ing that little unpleasantness. One of 
my men just ruined a job and lost me 
a good customer. Now, what can I 
do for you?” Well, right then I 
couldn’t sell an umbrella if it was rain- 
ing garbage, but he bought a barrel of 
dry batteries just out of sympathy. 

Yep, there is plenty of temperament 
and character among the contractors, 
and fhey give you 10 laughs to one 
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tear. We’ve got one in particular here, 
Bob Darian, who is as good a clown 
as Ringling ever saw, yet as cagey an 
operator as ever sent a kid through 
college on extras alone. He got one 
of the finest compliments ever paid 
one day when someone said: “Bob 
Darian is sure getting a lot of big 
jobs these days.” I piped up: “But 
he can’t make any money on them with 
all the politics around.” The answer- 
ing chorus almost blew my hat off: 
“Ha! Ha! You don’t know Bob!” 

His vocation is making dough, but 
his hobby is kidding salesmen. For in- 
stance, when prices were going up all 
the time a while ago, he saw me com- 
ing in the door and rushed over to his 
blackboard. “Latest market news,” he 
scribbles, “14-2 BX, $50M; No. 14 
rubber covered, $9.00; 4 in. rigid, 8c. 
a ft. C. M. Cable good for a long, hard 
pull; Fuses blown sky-high by merger ; 
Fixtures hanging stationary, with cur- 
rent sales light; Porcelain breaking 
under pressure, and stay away from 
High Voltage Bus Bar.” 

Then, when you try to get an order, 
no matter what your price is, he goes 
St. Vitus on you all over the shop; 
you are high on everything and do 
you want his folks to starve and you 
know very well no switch box is worth 
12c., and so on. Sure, it’s only an act, 





By DUKE SMITH 


From the Adventures 
of Hard Luck Sam 





but if you think it don’t get him any- 
where, you’re crazy. It keeps all the 
peddlers on their toes and whenever 
they’ve got any velvet to put out, Bob 
gets first crack because they know he 
will not only buy heavy, but a price 
is one sure way to get in his lap. 

It was only an hour to closing time, 
so I grabbed the phone and got Darian. 
“Listen, Bob,” I says, “this is Sam 
Jinks. I have to work fast. How 
much 14-2 BX can you handle at the 
old Spring price?” He said nothing 
for a while, then: “It sounds good, 
Sam, but I’ll have to look back in 
the stock or have Barney check up. 
I'll call you back in five minutes. 
It’s only a question of how much.” 


Waiting for the call 


Ten minutes passed without a call, 
but I didn’t want to act too anxious, 
so I waited a few minutes longer, then 
called him again. “What’s the verdict, 
Bob?” I says, “How much 14-2 shall 
I ship you?” There was a dead 
silence, then he barks: “Say, who in 
hell is this?” “Sam Jinks,” I answered, 
“T just gave you a special on BX.” 
“Well, I’ll be a dirty, broken wind- 
shield!” he gasps, “Say, have you got 
a cold?” “Yeah, I got a cold!” I 
snarls, “So what?” “So I ordered 
25,000 ft. from SAM DRAKE, of the 
Wiring Supply Co.,” says Bob, “I 
thought you said Sam Drake, and 
anyhow, he has a voice like a sealion 
and you never give many specials and 
I thought all the time it was Drake 
and I phoned him the order. I thought 
he acted surprised, but he took it. Too 
bad, Jinks, but it’s too late now.” 

It might have been too late to save 
the order, Phil, but it wasn’t too late 
for me to make a night of it down at 
Dutch’s Place, but I couldn’t drown 
the memory of blowing the swellest 
chance I’ll ever have to knock off 
Bob Darian. And when I got home, 
with my cold much worse, Alice says: 
“See, if you had gargled last night and 
this morning like I told you to, you 
wouldn’t be in this condition.” “You’re 
telling me, Baby,” I says, “and to 
make up for lost time, I been gargling 
since six P.M., but I wasn’t using 
no patent antiseptic, you can bet your 
life on that!” 

Sam. 
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A PORTION of the recently constructed 
addition. On display are fixtures and 
major appliances. 
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NEAR the counter are stocked fast mov- \\ ) | | p RECORD-Keeper F. M. 


: re 4 ; C Robinson 
ing items. chute pu the secon needed additional room, so the boiler 
floor saves steps and time. room was rehabilitated in fine style. 


Faye 20 years ago, W. M. Ack- 
erman went into the electrical 
game as a contractor, with his busi- 
ness located in a very small room. 
As time went on he prospered. As 
he prospered he expanded, adding 
additions to his original building. 
In 1925 he dropped wiring, became 
a wholesaler. 

Much floor space has been added 
since the days when “W.M.” used 
a push cart in the summer and a 
sled in the winter months. Today 


‘ the house boasts of more than 7,000 

A FEW assorted fixtures are on dis- ate of tt “e. The firm’s A TRAVELING-hoist system on the 

piay in this room. A cozy fireplace adds 8 aohtaies — % econd floor lowers bulky loads through 
to the attractiveness of the room. personnel has grown from one to a trap door. 


eleven employees. 








ON DISPLAY, and completely wired, A REPRESENTATIVE array of cata- SHELVING is of several 2x6’s sup- 
are 250 lighting units throughout the logues and directories is maintained at ported by 3-in. pipe. At the left, the 
several display rooms. all times. opening to the chute. 


October 1937 — ELECTRICAL WHOLESALING 13 




















Both manufacturers and wholesalers are inter- 
ested in making better range merchandisers of 
their dealers. Reese Mills, head of the Range 
Department of Westinghouse Elec. & Mfg. Co., 
figured that one method to reach this end was to 
study successful dealers and find out why they 








click—Here is a close-up of his findings. 


s Al Smith would say, “Let’s take a 
look at the record.” It was just a 
few short years ago that the utilities 
were carrying the electric - range-ball, 
also forming all the interference. Then 
a few retailers looked into thé situation 
and the picture changed slightly. Utili- 
ties continued to account for 85 per cent 
of the range volume until two or three 
years ago, but today the dealers have 
taken the ball to the extent of approxi- 
mately 55 per cent of the total volume. 
On the surface, thig is encouraging 
from the standpoint of the dealers, but 
this record has been accomplished by 
the minority of dealers. Therefore, the 
job at hand is to arouse the interest of 
more dealers in the profits offered by 
range selling. 
Realizing this, Mills 


Reese sent a 


group of well trained investigators into 
the field to ascertain why and how cer- 
tain dealers were successful in selling 
electric ranges, so this information 
could be passed along to mediocre ac- 
counts. 


Broad Picture 


The field men contacted 86 hot-shot 
operators in 17 states, in order to give a 
broad summary and not one built upon 
the findings in one community. 

Reasonably enough the final result re- 
veals that the physical appearance of 
the stores is an important sales factor 
in range merchandising, for  three- 


fourths of the reports stated that the 
exteriors and interiors were “excellent” 
or “good.” 





Electric range interests of this region are dramatically showing the replace- 
ment of gas, wood and coal with electric ranges. This ever-growing heap 
performs an able advertising service. 
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Mills also wanted to learn which type 
of retail establishment made the best 
retail outlet. The largest group of 
successful merchandisers consisted of 
appliance dealers, then came hardware 
and furniture stores. Farther down in 
the list were automotive, musical, 
radio, jewelry, house-furnishings, and 
others. These findings definitely re- 
vealed that the specialist was the most 
able. 

The investigators also questioned the 
dealers on the product which gave them 
the greatest volume. Over all, the 
range was next only to the refrigerator. 
Of the 86 dealers, 71 handled a com- 
plete line of home appliances, including 
refrigerators, ranges, washers, ironers, 
cleaners, water heaters and small ap- 
pliances. 


Displays Mean Sales 


Not startling or new, still worth re- 
peating, was the finding that merchan- 
dise has to be displayed if it is to be 
sold. Sixty-two of the dealers had 
more than three ranges on the floor 
when the visitor called. The average 
was 5.6 ranges. The electric-kitchen 
idea is taking hold as evidenced by the 
fact that 23 of these dealers had on 
display a complete kitchen. These mer- 
chants hold the kitchen is a profitable 
investment. -Here is how they use it: 
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Range Job: 





(a) To sell complete kitchens; (b) To 
sell individual products; (c) For dem- 
onstrations and display. 

The survey also indicated that the 
efficient dealer doesn’t sit around wait- 
ing for business to come “over the 


transom.” An average of four sales- 
men was employed by 72 of the dealers 
and 64 of them stated that they were 
going to add more salesmen. How do 
they get salesmen? Well, 21 said they 
secured salesmen through advertising; 
21 said personal contact did the trick 
and 12 said that recommendations of 
business associates were followed in 
obtaining new salesmen. 


Salesmen Trained 


It was proved by the investigators 
that training of salesmen leads to a 
profitable operation. Successful sales- 
men followed closely the courses intro- 
duced by manufacturers and distribu- 
tors. Regularly scheduled sales meet- 
ings were held. It was also brought 
out that contests stimulate the boys on 
the selling line. Various types of prizes 
being offered. 

Eighty per cent of the dealers said 
that their salesmen should know how 
to cook and had trained them in getting 
up meals. This is further evidence that 
showmanship and demonstrations are 
necessary in this business of selling. 








How They Do It 


1. Good looking stores 

2. Complete appliance lines 

3. Well-trained salesmen 

4, Representative range displays 
5. Complete kitchen displays 

6. Advertise 


7. Sell the right appeals. 








Quite interesting was the revelation 
that slightly more than half of the deal- 
ers stated the majority of their sales 
were closed in the customer’s home. 
And slightly less than 45 per cent 
stated that most of their sales were 
made in the store. Apparently hus- 
bands are interested in appliance pur- 
chases. 


Getting Prospects 


Always interesting is the way pros- 
pects are obtained. Here are the re- 
sults of this survey. 


Method No. Reporting 
Users’s suggestion 68 
Walk-ins 44 
Cold canvass 34 
Advertising 25 
Friends 19 
Others 10 


These findings point to the need for 
doing a good-will job, as the majority 
of the leads these dealers obtained 
came from old customers. Obviously, 
good windows plus an all around good 
store exterior are important, for the 
second highest number of prospects 
came from that group of folks who 
just ambled into the store. 

Time-sales entered into slightly more 
than 25 per cent of the deals of all 
these dealers. One of the most success- 
ful features from the dealers’ stand- 
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Even though the electric range has been on 
the market for a number of years, there are 
still thousands of housewives who haven’t ac- 
quainted themselves with its advantages. The 
cooking-school carries sure-shot conviction. 


point was a long term, low rate finance 
plan which brought payments under five 
dollars per month. This situation is 
similar to refrigerator selling. 


Why They Buy 


The following points were found to 
have made the greatest impression in 
influencing purchasers of _ electric 
ranges, according to the dealers them- 
selves. 


Times 
Feature Mentioned 
Cleanliness 50 
Operating economy 23 
Convenience 22 
Improved cooking 11 
Other features 52 
Salesmen (113 interviewed) listed 
buying influences as follows: (a) 
Cleanliness; (b) Convenience; (c) 


Economy of operation and (d) Better 
cooking results. 

Then the investigators went to 413 
range users and here is the lineup of 
reasons for purchasing given by the 
ladies: (a) Cleanliness; (b) Economy 
of operation; (c) Easy to use—saves 
time; and (d) Better cooking results. 

This survey indicates that the suc- 
cessful dealer possesses no dark and hid- 
den secrets for moving ranges. Clearly 
shown are the reasons for his success. 
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Headwork, Common Sense and Vision 


«x Alfred H. Nicoll 


Manager, Graybar Electric Co., San Francisco 


INCE 1907 A. H. Nicoll has been a member of the electri- 
eal fraternity. The steady advance to his present position 
can be directly attributed to the application of headwork, 


common sense and vision. 


ANY Pacific Coast electrical 

executives are Westerners by 
migration and adoption. To Alfred 
Harris Nicoll falls the felicity of 
having been born in San Francisco, 
the city of his present and the 
greater part of his past business 
service. 

His memories of pre-fire land- 
marks of various kimds reveal his 
age to be about on a par with his 
score for nine holes of golf—that 
is to say, in the middle forties. His 
schooldays were largely concerned 
with the three R’s of education, 
which have helped to accentuate his 
eminently practical view of. every- 
day problems, and with the ABC’s 
of commerce, acquired from retail 
stores in his neighborhood during 
after-school hours. 

Mr. Nicoll’s first electrical posi- 
tion was with an agent for a national 
brand of lamps featuring a spiral 
filament. This was in 1907 when 
the tantalum lamp, efficiency 14 
watts per candle, was beginning to 
rock conservative minds in its favor, 
so our youthful salesman devised a 
black shadow box with lightproof 
compartments for showing the su- 
periority of his product over pale 
imitations. 

In 1909 we find him applying for 
a roadman’s job to beloved “Bill” 
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Berry, then just begining his 
famous regime as San Francisco 
manager of the Western Electric 
Company’s supply department. 
Looking backward upon that inter- 
view, we sense a dramatic moment, 
for that young applicant was des- 
tined to succeed the man to whom he 
was applying. With his accustomed 
sagacity, Mr. Berry counselled more 
experience, and placed him in the 
newly created position of sales rec- 
ord clerk, breaking down sales prof- 
its and expenses, which is the same 
as holding a stethoscope to the very 
heart of a business. 


HERE followed brief interludes 

in the power and telephone ap- 
paratus departments, until in 1912 
Mr. Nicoll was shipped to the Salt 
Lake house as a good all-round man 
with his head well screwed on. Here 
he served an additional apprentice- 
ship of eight years, and it was here 
that he brought back his bride from 
San Francisco after a courtship that 
had been postponed for a year or 
so by 800 miles of distance. 

In 1920, he was called to San 
Francisco to assume the newly cre- 
ated position of specialty sales man- 
ager. In 1925 he was made sales 
manager of the brand-new Graybar 
Electric Company, then in its first 





year under that name; and on July 
1, 1932, he succeeded Mr Berry 
himself as manager. 

“From Office-Boy to Manager” 
was a favorite theme of the Horatio 
Algers of our youth, and the ex- 
perience is not unknown in our 
democratic and appreciative coun- 
try; but here is a bona fide exam- 
ple culminating in one of the most 
conspicuous electrical positions on 
the Pacific Coast, because of the 
character and enlightened policies of 
his predecessor. Those policies 
have been most worthily maintained 
by Mr. Nicoll through all the dizzy 
dips and ascents of business during 
the past decade. 


H: has grown with each new po- 
sition, with more than local rep- 
utation for headwork, common sense, 
and vision, and each new oppor- 
tunity has consequently found him 
master of the situation. He takes 
the broadest possible interpretation 
of his responsibility, not only to his 
company and the policies and per- 
sonnel entrusted to him, but also of 
the service which an_ electrical 
wholesaler should render to the in- 
dustry and its keystone position 
therein. 

Mr. Nicoll has served that indus- 
try constructively: as president of 
the San Francisco Electrical De- 
velopment League; as chairman of 
the Pacific Division, National Elec- 
trical Wholesalers Association, as 
chairman of the Business Develop- 
ment Section of the Pacific Coast 
Electrical Association, on the Advis- 
ory Board of the California Electric 
Cooperative Campaigns and in many 
other capacities. 





THIS IS NUMBER 188 IN 
OUR SERIES OF PROMINENT 
WHOLESALERS 
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Graybar Electric Co., San Francisco 
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Sales Offices: ATLANTA BOSTON BUFFALO CHICAGO CLEVEL/ ND 








... the GENERAL CABLE brands have’... its products have never had to 
been the standard of quality for seek acceptance by the mere use 
over half a century of a brand or slogan 


-i§..down through the years GENERAL ...the Company's policies of sale 
caste has developed in ITS OWN _ and distribution have been con- 
= LABORATORIES the wires and cables _sistent—often imitated, but seld 

juniversally used —-*  @qualled 


,..its products, installed insthe  ...and aor ‘its a 
‘principal monumental sfruciures —_ been earned 
- yof the country, continue to render — “Sound merhond ‘pli, een | 
the best of Service. . = ste 
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GENERAL CABLE CORPORATION 


LOS ANGELES + NEWYORK * PHILADELPHIA - PITTSBURGH - ROME(N.Y.) ° SAN FRANCISCO + ST.LOUIS * SEATTLE * WASHINGTON (D. Cc.) 
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GAY CONVERSATION. These two 
sales minded gentlemen were down in 
the new conference room of the Oakes 
Electrical Supply Co., Holyoke, Mass. 
when the photographer appeared. C. H. 








pe Ott : 4 
Gurney is district manager in New 
York and New England for Crouse- 
Hinds and “Bill” Connelly (behind the 
desk) directs the sales activities of 
Oakes Electric. 






































ALL DUDED UP. Following the com- 
pletion of the semi-annual sales meeting 
of Samson-United, President A. O. 
Samuels said, “All right, boys, let’s go 
to my house for a party.” The camera 
also went along and snapped, front, 
Jack Schenberg, merch. dir., R. Bennett, 
C. Goss, G. Yeoman, J. Sweet, G. Hef- 
lin and C. H. Stephens, treas. Center, 
R. Keiser, G. Beaudoux, W. Martin, H. 
L. Samuels, vice-pres., A. O. Samuels, 
pres., C. Winters, M. Strassburg and C. 
Martin. Back, S. H. Weinstein, adv. 
mer., R. Zeusler, R. Ormerod, B. 
Dinkels piel, O. MacCarthy, W. Law- 
ton and H. Skinner. 


REFRESHMENTS in the form of good 
beer and sandwiches, played an im- 
portant part in the ceremonies held by 
the Germantown Electric Supply Co., 
Philadelphia, to celebrate the opening 
of a new warehouse and display room. 
Located at 3138-3148 Germantown 
Ave., the showroom will be used for 
displaying major and small appliances. 
Other portions of the building are used 
for the supply end of the business. The 
former quarters, at 3054 Germantown 
Ave. contain the fixture department 
under the management of Albert Acker. 





OWNERS. These are the two partners 
in the Eoff Electric Co., Salem, Ore., 
Asel C. Eoff being at the left and Ellis 
F. Von Eschen at the right. Theirs is 
a growing enterprise, started in ’21 re- 
tailing appliances in a downtown loca- 
tion. The two bought out Halk in ’27; 
started wholesaling, including appli- 
ances in ’29; moved in ’36, dropping 
major appliances but handling a few 
table appliances; now do 95 per cent 
of their business in electrical supplies. 
They work the Williamette Valley as far 
south as the California line; have three 
outside salesmen; one of the few ex- 
clusively electrical wholesalers not han- 
dling major appliances. 






































Convention Conflicts 


Fifty-two weeks in the year. Six working days 
each week. Yet the national conventions of both the 
electrical wholesalers and contractors will open this 
month on the same date—one in Cleveland, the other 
in Los Angeles. It doesn’t make sense. 

True most of the wholesalers are interested only in 
their own party—most of the contractors likewise. 
But attendance of manufacturers at these meetings is 
welcome and important. And it wouldn’t do the 
wholesaler much lasting injury to be present at this 
gathering of their customers, the contractors. The 
press, too, wants to cover both conventions, to carry 
the news to those not there, and cannot do as good 
a job. 

Some time ago NEMA offered to serve as a clearing 
house to help avoit convention conflicts. They still 
are willing. But each association apparently hovers 
its own paper dolls and doesn’t care. Still there is a 
practical value in contact with customer conventions 
that should be protected. And why not? 


Are You Cooperating? 


An another page we report the figures released by 
the Department of Commerce for July and August 
showing the trends of sales and collections of electrical 
wholesalers for the country as a whole. 

Are you cooperating? If these figures are to be 
worth anything as indices of business activity in the 
electrical wholesaling trade every wholesaler must re- 
turn the questionnaire received each month from 
Washington, without delay. 

Authoritative monthly data on trends in his trade 
are of real value to every electrical wholesaler. Under 
the plan now_in operation he can report his figures 
to the Department of Commerce, with, the assurance 
that they will be held in strict confidence. Are you 
sending in your figures promptly? 
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The Unseen Hand 


The Electrical League of the Niagara Frontier has 
recently issued a very practical booklet-—M erchandising 
at a Profit—addressed particularly to electrical appliance 
dealers, but applicable in many ways to electrical whole- 
salers. It is pointed out that a successful merchandising 
operation is nothing but a successful trading operation, 
and the measure of its success is the number of dollars 
the merchant has left in the cash register as net profit 
at the conclusion of the complete transaction. 

If every transaction was as simple as that, our 
smartest electrical wholesalers would need no more 
training than a yankee peddler. This is not the case 
today because business is much more complicated. The 
yankee peddler only had his personal living and travel- 
ling costs to meet, but the modern electrical wholesaler 
has many items of overhead or operating expense. 

Census Bureau figures show that overhead costs 
may vary from 14% to 19% of net selling prices, so 
that an article selling for $100 must contribute at least 
$14.00 to paying overhead expense. In other words, if 
an article costs $75.00 in the first place the total of over- 
head and. merchandise cost is at least $89.00, so that a 
selling price of $100.00 leaves only $11.00 as net profit 
in the cash register after the article has been paid for 
and all items of overhead have been met. 

Overhead is the unseen hand that punches up “no 
sale” on the wholesaler’s cash register. It reaches in 
and grabs fourteen to nineteen cents out of every dollar. 


Small Orders Are Costly 


Too many wholesaler’s salesmen are judged on 
quantity, not quality. They are expected to make as 
many calls as possible, to get orders from every 
prospect. 

Such salesmen don’t realize (maybe nobody ever 
told them) that small orders cost money. Nobody 
pointed out that it’s more profitable to sell a few large 
orders than a raft of small ones. Nobody explained 
that large orders mean fewer deliveries, fewer bills, 
less bookkeeping all around, closer control of inven- 
tories, lower selling costs, Even allowing for quantity 
discounts, large orders are the most profitable, because 
they cost so much less to handle. 

Yet, in spite of this fact, which is known to every 
sales manager worth his salt, the electrical industry 
continues to go in for pot-shot selling. Salesmen waste 
time trying to sell for the sake of an order—any order 
—when they ought to be cultivating their customers 


in other ways; studying their problems, selling *intelli- 


gently rather than blindly, and stopping the forcing of 
small orders through. i. fe. 
“alll 
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Resists Tampering — 
Stops Over-fuseing 


A Fustat cannot be replaced by a 
penny or slug — and it is practically im- 
possible to bridge it with tinfoil, strands 
of lamp cord or any other material. 


Stops use of over-size fuses — a 20 
or 30 ampere Fustat will not fit in a 
15 ampere receptacle or adapter. Simi- 
lar limitations apply to all other sizes. 


Once you have installed the correct 
size to protect, your protection cannot 
be taken from you. 


But that’s not 
enough a 








A non-tamperable fuse 


Peay Mon that would blow on starting 
fuse holders currents would be an imprac- 
ao tical device — a terrible nui- 
Retails at 7'2c sance — so the Fustat . . . 
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How the F USTAT 


NON-TAMPERABLE 
F USE 


Wipes out any excuse for 


Tampering because it won't 


Blow Needlessly .. . 


A Fustat won’t blow when washing machines, 
refrigerators or other motors start. A 15 ampere 
Fustat will permit you to load an ordinary circuit 
to capacity — and yet not blow on motor starting. 


It gives you SAFE PROTECTION without 


USELESS SHUTDOWNS. 


Protects flexible cords against burnout — 
in spite of its long time-lag 


The Fustat contains a fuse. The ability of a fuse to protect 
against dangerouscord shorts or grounded sockets is well known. 


The Fustat - HOLDS like a LARGE FUSE when safety permits, 
yet, OPENS like a SMALL FUSE when safety demands 


Today's circuits demand the Fustat — 


for what other device can... 
1. Make safe protection remain safe. 


2. Stop loss of money on needless “blown fuse” service calls. 


3. Permit adding more appliances to present circuits. 
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Jump. Fritz. 


And Get the Liver! 


lf you ever see a bunch of people standing 
in front of a novelty store window, it’s dollars 
to doughnuts, they’re looking at a display of 
Mexican jumping beans. 

Now these Mexican jumping beans, as you 
know, are ordinary beans with an exaggerated 
case of St. Vitus dance. You put them on a 
table and they hop around like a pack of 
miniature fox terriers jumping for liver. 
They cost about a nickel apiece and indulging 
parents take them home to the kids 
where they prowide an evening’s entertain- 
ment inexpensively. .. . 

It’s interesting but true that you can buy 
enough ordinary beans to feed a young army 
for the same price you pay for enough Mexican 
beans to entertain your kids and the neigh- 
bors’... . The answer, of course, is that you 
are paying for performance... . It all comes 
down to “What’s in the old bean.” 

And that goes for us salesmen too. 

Lots of birds (not you and not me) are 
like the grocery store beans—got to be pushed 
before they move .. .. You can pick ’em up 
everywhere .... four bits a peck. Then there 
are others (like us for instance) who have a 
worm of ambition gnawing at their insides. 

They keep jumping after business all the time 


—always on the hop for orders. They’re the 
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boys that bring the fancy prices like the 
Mexican beans. 

The salesman who produces business for his 
company and real compensation for himself is 
the fellow who’s hopping after orders all the 
time . . . . always one jump ahead of his 
competition. He’s the bird everyone knows and 
every wholesaler wants. He’s the well paid 
salesman of today .... the high priced sales 
executive of tomorrow! 


“Jump Fritz... you'll get the liver!” 
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336 CERMAK ROAD BLOCK 


LIGHTING customers are waiting for you in every block of retail 


stores and there is a way to sell most of them if you look for it. 


Helping (ontractors Sell 


E VERY wholesalers’ — salesman 
4 knows that light is the back- 
bone of the electrical business. Every 
contractor knows it too, when he 
stops to think about it. Without the 
universal need for light, there 
wouldn’t be much wiring in homes, 
stores, offices, and not too much in 
industrial plants. 

Wholesalers’ salesmen, contrac- 
tors, and others just take light for 
granted. They let the lamp and 
reflector people do the worrying 
about developing the market. They 
forget that every building in town 
—now using light—is a_ possible 
market for better lighting, and 
that many of them offer a chance 
for immediate sales. 

The art of selling light is, after 
all, merely a matter of picking the 
places where improved lighting is 
needed, and pointing out why. 
Many such places are already cus- 
tomers of your customers—the con- 
tractors. Many more will be if you 
cooperate with contractors in show- 
ing industrial, commercial, and 
other lighting prospects what should 
be done. 

These pages offer practical sug- 
gestions to help you stimulate your 
contractor customers to sell more 
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It is largely a matter of 
attitude and approach, of organiz- 
ing yourself and helping the con- 
tractor to make simple preparations. 
Then, instead of you both going 
around blindly looking for business, 
you operate on prospects offering 
the best chance for quick sales. 

In selling lighting, here’s what 
the user is looking for— 

In the Factory: Ways to help 
toward production, re- 
duced spoilage, greater safety, im- 
proved morale, lower labor turnover. 

In the Office: Chances to effect 
faster work, fewer errors, 
pleasant surroundings. 

In the Store: Improvements that 
will bring greater advertisement, 
quicker sales, fewer exchanges and 


lighting. 


increased 


more 


fewer dissatisfied customers. 

[It is only when you and the con- 
tractor can recommend lighting 
changes that will specifically con- 
tribute some of these customer 
benefits, that you are entitled to the 
business and can expect to make 


sales. But this is not hard, if you 


go about it with a bit of common 
sense, and intelligent preparation. 

See that the contractor has the 
proper technical information and 
equipment to help him make the 
sale. His main interest may be the 
wiring work, but to get the wiring 
he must sell lighting units. And to 
sell he must talk in terms of better 
seeing or improved appearance. 
There are several tools available 
that will make the selling easier. 

(1) A portfolio of pictures show- 
ing typical installations already han- 
dled by the contractor. Show both 
large and small installations. 

(2) Trial installations, especially 
for industrial or office prospects. 
3ut they should not be left in too 
long—a few days—at most a week. 

(3) Lightmeters and voltmeters 
should be used on every occasion. 
There is no mystery in the foot- 
candle. It is merely a measure of the 
level of lighting intensity, and volt- 
age is worth checking because when 
voltage is down 5 per cent the bril- 
liance of lamps is down 15 per cent. 

(4) Tables of foot-candle_ in- 
tensities prepared by the [lluminat- 
ing Engineering Society help prove 
what light is best for a particular 
job. 
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LIGHT means accuracy and speed in the printing industry. 





LOCALIZED lighting helps human eyes prevent spoilage and machine abuse. 


> VERY industrial plant uses light ; 
E many industrial plants need 
better light. You and your con- 
tractor customers know this—but 
you do not know which ones. Now 
is the time to locate the plants in 
every town where selling light is 
easiest. Wherever light is bad a 
manufacturer is having troubles that 
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he will gladly correct, and that he 
will save money by correcting, if he 
is shown how. In these cases of in- 
adequate lighting you will find spoil- 
age high, rejects too many, or 
inspection imperfect. In many cases 
customers are complaining. 

In the commercial laundry it may 
be soap specks on the hotel linen. 


INDUSTRIAL 


In other plants metal workers are 
over cutting; chocolates are imper- 
fectly dipped; canners are finding 
imperfect fruit or vegetables getting 
into select grades; printers are turn- 
ing out jobs with poor alignment 
or type errors. Everywhere that 
workers lack proper light poor work 
is wasting money. Owners are just 
waiting to be shown what to do— 
your job and the contractors’ job! 

In selling light in any town, 
therefore, pick out the industries 
where the prevailing lighting situa- 
tion is known to be bad. Stimulate 
the contractor to visit these plants, 
light meter in hand. And tell the 
management he thinks he can show 
them how to save some money. 
Check the plant for the difficult 
a poorly lighted grinder, 
mixer, lathe or labeling machine. 
Foot candles may be down at work 
benches or tables. There will be 
spots where glare is causing eye 
strain, headaches, and accidents to 
work or workers. 

He should inspect local chemical 
works, canneries, box factories, 
sausage plants, clothing factories, 
and other places where the processes 
call for good light. Check up the 
situation from the point of view of 
the plant operators. Then you and 
the contractor show them what to 
do. 

In addition to these leads, in every 
factory there are problems of that 
industry that are now bedeviling the 
foremen and the management, and 
offer immediate opportunities. For 
example: In print shops greater use 
of color and metallic inks has in- 
creased the glare on printed surfaces 
and the need for accurate inspec- 
tion. That calls for better light. 

In shoe factories higher costs have 
put larger penalties on flaws and 
seconds. Better light is the best pre- 
ventive. 

In textile mills, lighting acres of 





tasks 
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LIGHTING 


machines where quick sight is vital 
runs into large investment and heavy 
monthly costs. Quality of illumina- 
tion can be stepped up with profit. 

In candy factories cleanliness is 
enforced by law. Good light is the 
prime protection. 

In dry cleaning plants the whole 
trick is to detect spots in fabric. 
Success hangs upon it and you can 
prove the value of better lighting in 
dollars of earnings. 


Basic Factors 


Every industry has its distinctive 
management difficulties and prob- 
lems, many of which lend them- 
selves to improvement or solution 
through modernized lighting. Cer- 
tain basic reasons apply in a broad 
sense to practically all industries. 
In approaching an industrial light- 
ing project, therefore, ask yourself 
these questions: 

1. Production Tasks—Does the 
process involve coarse, easily deter- 
mined operations or fine-seeing work 
that requires close observation? 

2. Quality of Product—Is pro- 
duction subject to variations in 
grade, finish or spoilage in some 
ratio to levels of illumination pro- 
vided ? 

3. Production Volume — W hat 
part of the work-flow or output is 
most dependent upon good illumina- 
tion at all times ? 

4. Personal Hazards—Which op- 
erations are especially dangerous if 
poor light, objectionable shadows, 
glare, or marked contrasts are preva- 
lent ? 

5. Employee Turnover—Are spe- 
cially trained employees necessary, 
and would more cheerful working 
conditions improve their record of 
continuous service ? 


6. Spoilage—How much of the 
product is wasted, or rejected be- 
cause of errors in production? 

7. Supervision—To what extent 
does general efficiency depend upon 
close supervision, inspection and 
grading ? 

8. Mechanical Processes —Are 
human eyes depended upon to pre- 
vent spoilage, machine abuse or idle 
periods in production routine ? 

9. Speed of Work—Are there 
many fast-moving tasks, where vis- 
ual concentration is related to im- 
portant processes ? 





10. Seasonal Peaks—How much 
extra or overtime work is encoun- 
tered in departments that normally 
utilize daylight to some extent? 

11. Sanitation — Which  depart- 
ments are handling products for 
which sanitary surroundings are im- 
portant ? 

12. Prestige—Can this industry 
display its facilities to the public by 
making improvements in lighting ? 

13. Safety—How safely can the 
premises be patrolled and maintained 
with the present lighting system? 


14. Wiring System—ls the light- 
ing equipment being operated in cor- 
rect locations and with sufficient cop- 
per to provide efficient voltage at all 
outlets ? 

15. Economics—How much is be- 
ing expended for illumination with 
respect to the hourly unit costs to 
operate various machines or depart- 
ments ? 

From these general topics it will 
be seen how a sensible approach can 
be made regardless of the product 
or the present illumination stand- 
ards. In any type of industry, of 
course, certain fundamentals will 
apply to the correction of such con- 
ditions as: 

1. Inadequate levels of illumina- 

tion. 


bo 


Direct glare. 


. 
wy 


Reflected glare. 


> 


Sharp contrast. 


mn 


Objectionable shadows. 

6. Poor directional control or im- 
proper distribution. 

7. Color discrimination. 

8. Incorrect locations, mountings 

or types of units. 


TEXTILE industries have many operations involving difficult seeing tasks. 
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sMOOTH, well distributed illumination encourages customers 
to browse among the books and makes many sales. 


Store Lighting 


HE importance of store lighting 
{ gente from the differences in 
the appeal to customers. Does the 
store cater to regular neighborhood 
trade, or the casual passer-by ? Does 
the merchant wish to create the ap- 
pearance of friendly efficiency, sub- 
dued elegance, or overwhelming ex- 
clusiveness? Although a stoie sel- 
dom falls entirely in one sp: cific 
group, especially in smaller com- 
munities, the following is a possible 
classification : 

In stores with 
as cigar, stationery, and drug stores, 
purchases are made quickly, casu- 
ally and frequently. A high level 
of show window illumination is re- 
quired, with little demand for spots, 
color, or special set-ups. In the 
interiors, efficient units giving a 
fairly high level of illumination are 
most desired. Decoration and ex- 
treme diffusion are secondary con- 


‘ 


‘spot” appeal such 


siderations. 
In stores with “acceptance” ap- 
peal such as grocer, butcher, and 


32 


delicatessen establishments, — pur- 
chases are made regularly and fre- 
quently by the same customers. 
This calls for an ordinary level of 
illumination for show windows with 
little demand for specialties. A 
fairly high level of interior lighting 
is desirable, produced by efficient 
fixtures, not ornate or “dust catch- 
’ A fair diffusion of light is 
also necessary. 

In stores with “prestige” appeal 
such as haberdashery, women’s wear 
and shoe stores, purchases are made 
only occasionally, often by strangers. 
Show window lighting must be 
flexible, with emphasis on color, 
spotlighting and other specialties. 
The interior lighting should be at 
least of moderate intensity, fre- 
quently of high levels produced by 
almost any variety of fixture and 
built-in unit. Efficiency is impor- 
tant but secondary to appearance 
and comfort. 

In stores with “eye” appeal such 
as jewelry, florist, and automobile 


ers.’ 





salesrooms, frequent purchases are 
rare by the same person. Ordinary 
and high levels of show window 
lighting as well as spotlighting and 
sometimes color are necessary. In 
the interior, decorative fixtures 
supplying moderate levels of inten- 
sity are preferred, with special units 
for localized areas. Sometimes 
high intensities for the complete 
interior are utilized. 


Spotting Store Prospects 


The only store, in any town, that 
is not a good lighting prospect, is 
the one which has good lighting. To 
the retailer, lighting is more than a 
necessity for seeing—it is a basic 
form of advertising. It establishes 
a class. It creates an environment. 
Review the types of stores already 
discussed and classify those which 
need good lighting. 

Cruise around some evening with 
a contractor, in your car or on foot. 
See which stores depend most on 
evening trade. Compare them with 
the other stores in that neighbor- 
hood and other stores in the same 
line. Make lightmeter readings in 
the stores and list them to show 
the prospect how he stands in com- 
parison. 

Consider yourself a customer for 
a while. Does the window display 
attract you? Is it because of the 
lighting or in spite of the lighting? 
Go into the store and make a pur- 
chase—a spool of thread, a can of 
beans, or a box of candy. Are the 
interior fixtures attractive? Do they 
impress you as definitely old-fash- 





ioned ? 

Is there too much contrast be- 
tween the show window lighting 
and the interior lighting? Is local 
lighting needed such as color match- 
ing units, illuminated mirrors, inter- 
ior directional signs, wall case light- 
ing ? 

Make observations with the con- 
tractor, note the facts, study them 
over after you both leave. Put them 
down clearly on paper and don’t for- 
get when the proposal is presented 
that the store owner does not want 
to buy electrical equipment. He is 
interested only in trade-producing 
improvements that will show dollar 
and cents returns, on this new in- 
vestment in light, that the contractor 
is proposing to him. 
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OMPARED to industrial and store 

lighting, office lighting is a 
simpler problem. Adequate  illu- 
mination is necessary, but since the 
visual problems of writing and 
reading are identical everywhere, 
the required level of lighting is uni- 
form also. Only in reception rooms, 
private offices and general areas, are 
lower levels acceptable. But since 
office surroundings lend themselves 
more freely to the production of 
good illumination, we pay greater 
attention to diffusion. 

Semi-indirect and indirect light- 
ing are becoming the standard, 
rather than the exception. Light 
walls and ceilings, easy maintenance 
conditions, and the freedom from 
overhead equipment make it pos- 
sible to equal, with indirect equip- 
ment, the efficiency secured in in- 
dustrial plants with direct. 

At the same time, decoration is 
not forgotten. Since, from the 
practical standpoint, almost any 
form of equipment may be used, a 
wide range of possibilities present 
themselves. But except in some pri- 
vate offices and reception rooms, the 
decorative element is subdued yet 
definite. The lighting becomes an 
integral part of the room rather 
than an auxiliary tool. 


Finding Office Prospects 


Offices are primarily workshops. 
Well diffused illumination of high 
intensity is required—glare must be 
eliminated. The trend to semi-in- 
direct and indirect lighting for such 
spaces is noticeable everywhere, be- 
cause very few physical tasks are as 
tiring as a long period of clerical 
or stenographic work under low in- 
tensity, glaring illumination. 

Of course an office cannot be sur- 
veyed as easily as a store without 
securing permission, but other pos- 
sibilities for the contractor remain: 

1. Visit the offices of those fac- 
tories, stores or other concerns with 
whom he has other business, per- 
sonal or otherwise. There are lots 
of excuses which will allow casual 
observation. 


OFFICES are primarily work shops. Well 
diffused illumination of high intensity is 


required. Glare must be eliminated. 





















SKILLFULLY illuminated show windows provide the spot 
appeal required by drug stores. 


ice Lighting 


2. Inspect empty suites in office 


buildings. 


Perhaps he can 


con- 


vince the building management that 


a good lighting installation would 


make it more rentable. 


3. Try 


“col 


l 


canvass’ —asking 


permission for a chance to analyze 
conditions and make a recommenda- 
tion. If the call is preceded by a 
letter, it will be more certain. Ad- 
dress the president, office manager, 
or the owner by name. 


























Specialty 
Lighting 


ba though possible lighting 
sales in the factory, office, and 
store should be enough to challenge 
the interest of any wide awake 
wholesaler’s salesman and _ con- 
tractor, other special lighting appli- 
cations offer good profits too. The 
whole field of outdoor lighting is 
rich in opportunities. 

The sports areas most frequently 
lighted are golf driving ranges, 
tennis courts, fields tor softball, 
baseball, and football, and swim- 
ming pools. The order of impor- 
tance varies in every section. You 
must judge this for yourself. Some 
of these are private projects for 
residences, or clubs. Some are pub- 
county or municipal. 
Some are commercial, built for 
spectators or rental. Sales efforts 
must consider these conditions. 


lic, either 





THE LIGHTING attracts the trade. The same lighting here 
enables attendants to serve customers. 


Sports Lighting 
projects can have 
only one type of appeal. The light- 
ing equipment must furnish a 
means of increasing attendance at 
baseball, football or whatever it is. 
Or it must extend the participating 
time of paying customers for golf, 
driving, or swimming pools. 
Private projects are more varied. 
The more exclusive club may feel 
that night lighting is unnecessary 
except for the swimming pool. But 
many clubs, especially tennis clubs, 
may be faced with the problem 


Commercial 





NIGHT FOOTBALL, made possible by good lighting, increases gate receipts. 


34 


of extending their facilities and yet 
have no ground or financial re- 
sources for enlarging their plant. 


Service Stations 

There are nearly 200,000 in the 
country, 90 per cent of them pri- 
vately owned. How many are 
decently lighted? No one really 
knows, but a generous survey in 
several distant areas indicated not 
more than one in fifteen. Yet serv- 
ice station lighting is show window 
lighting and store lighting rolled 
into one. The lighting attracts the 
trade, the same lighting enabies the 
attendant to service the customer. 


Used Car and Parking Lots 

The value of lighting parking lots 
depends on the type of trade. If it 
is wholly commercial there may be 
some doubt. Yet the busiest time 
of even these lots is from 4:45 to 
6:00 P.M. when they are in dark- 
ness for almost four months a year. 
Again if the district is general, or 
has large theatrical crowds, the 
need for lighting is evident. 

These areas can be demonstrated 
and can be sold. The lighting prob- 
lem is one of covering large areas 
and a successful demonstration over 
part of the lot merely means repe- 
tition for the entire area. 
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ITH many stores, offices and 

factories in town, which ones 
should be selected for the combined 
salesman-contractor attack? Proper 
selection is the key that opens the 
door to good lighting business— 
anywhere. 

Even though you know that four 
out of five industrial plants need 
better illumination, it is discourag- 
ing to start out blind just calling on 
people asking—‘*Want any light?” 
It is likewise silly. With a little 
planning, it is possible to call only 
on those who do need light—and to 
prove it to them. 

Surveys made in 1933 and 1934 
by the Illuminating Engineering 
Society to determine lighting con- 
ditions, in various industries showed 
that the lighting equipment in 83 
per cent of the canning factories 
was more than ten years old. In 63 
per cent of the metal working 
plants, and in 62 per cent of the 
wood working plants it was obso- 
lete. Also, a third of the bakeries, 
two-thirds of the candy and dairy 
plants, nearly half of the commer- 
cial launderies, and a third of the 
print shops had not modernized 
their lighting up to that time. Only 
a few have done so in the past three 





years. 


Make a Local Survey 

Have the contractor make an in- 
formal industrial 
plants in his community. Classify 
them. Pick out those that probably 
need light most. List each one on 
a sheet of paper and set down the 
departments and processes in that 
industry that involve critical seeing 
tasks, the benefits of good lighting 
—as in the examples given in this 
section. 

In making this preliminary ap- 
praisal he can support his own 
knowledge by a little confidential 
check up, such as— 

1. Leads from the local news- 
paper—building permits, news items 
of new construction, announcements 


survey of the 


of new activities, new~ appoint- 
ments, new contracts. 
2. Leads from other trades— 


masons, carpenters, — plumbers, 
painters, are well acquainted with 
conditions in his town. They will 
help if you play fair by throw- 
ing leads to them. 

3. Leads from electrical 
people—the contractors with whom 


other 





Picking Prospects 
In Your Town 





THIS HIGH intensity mercury vapor lighting throws 80 foot candles on 
the work. 


he is working, the representative 
of the local power company, the in- 
spector. All of these groups will 
work with a progressive contractor 
if they can depend on him. 

When this is done, tell him to 
call on these selected prospects— 
so many each week. Drop in on 
the management. Tell them he 
has an idea that he thinks will 
save them money. He wants to 
look around, inside and then submit 
a recommendation, to cost them 
nothing if they do not like it. That’s 
all the opening he needs. 

The approach to the 
industrial field requires careful 
study and consideration. While in 
one plant, complete general lighting 
of modern design will suffice, an- 
other plant may need emphasis upon 
important local operations. 


complex 


many 
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Again, a reasonably well lighted 
production area in a particular plant 
may be handicapped by the lack of 
good general illumination in storage 
yards, around tanks, valves and run- 
ways. In another plant the entire 
problem may center around im- 
provements in color discrimination. 

Start the solution of the lighting 
problem with an analysis of the 
seeing requirements of the task to 
be performed. Not merely watts 
per square foot or foot-candles, but 
adequate lighting for the seeing re- 
quirement is the basis upon which 
we must work. 

There is one basic rule that should 
always be followed. Remember 
that only after the most acute needs 
of that factory have been discussed, 
can the general lighting technique 
be proposed and applied. 


























Presenting the Proposal 


MPRESS upon the contractor that 
I every prospect wants to know 
first what is wrong with his present 
lighting—-but in his own language. 
Don’t just call units obsolete. The 
contractor should do this— 

1. Translate the condition into 
light meter readings that show the 
intensity now provided at all parts 
of the factory, store or office. 

2. Show what relation there may 
be to production or spoilage or sales 
or customers or employee dissatis- 
faction at the different departments. 

3. List the improvements that 
should and can be made and what 
benefits should result from them. 

+. [explain what is recommended 
—relocation of present units and 
the replacement units and auxiliary 
equipment that will be needed. 

5. Show what changes in_ the 
wiring system, this will involve. 

Use Photographs 

6. Bring out a portfolio of photo- 

graphs and show the prospect 


good pictures of the units recom- 
mended, and other pictures of in- 
stallations of that unit in similar 
service in other plants or stores or 
offices, that look impressive. 


7. Suggest a specific trial instal- 
lation which the contractor will set 
up to check the recommended im- 
provements, the carrying out of the 
contract to be dependent on the 
judgment of the workers, foreman 
and the prospect. 

Up to this point you will be talk- 
ing entirely in terms of lighting 
conditions and their effect on the 
prospect’s business. Now we come 
to the matter of costs. Handle this 
in the same plain straightforward 
way—— 

8. List the elements of cost and 
state the total. Then express that 
total in terms of the monthly charge 
that will appear on the prospect’s 
books if the plant improvement is 
amortized over one year. He knows 
it but he will not think of it unless 
you bring it up. 

9. Estimate the increase or de- 
crease that may be expected in the 
cost of operating the improved light- 
ing system. Balance this against the 
profit benefits that will result from 
increased production, reduced waste 
of time and materials, machine 
breakage, or errors or low employee 
morale, or customer complaints or 





other of the high costs of poor 
light—to suit the case. 

10. State the time necessary to do 
the work and what interference with 
the prospect’s normal routine will 
be involved. 

11. Summarize the results to be 
expected. 

Of course, the prospect may not 
sign right then. He probably will 
want to study the proposal, dis- 
cuss it with others in his. company. 
His answer may be “no” that day 
and ‘“‘yes” three months from then. 


Don’t Be Afraid 


But the contractor must not be 
afraid. Tell him to figure his price 
with care—then stick to it. Lighting 
is a necessity. Better lighting is an 
investment that pays for itself in 
added profits. 

And be fair with the customer. 
Do not recommend just minimum 
changes called for by the Code. 
Consider location of switches. over 
current protection, feeders, branch 
circuits and the need for conveni- 
ence and = auxiliary equipment. 
While he is changing his lighting 
help him to do it right, for a good 
job pays better profits than a poor 
one to both the owner and the con- 
tractor. 

Similarly the cost of operation 
should be presented. Lamp life, 
current cost, maintenance, deprecia- 
tion, and investment are easily cal- 
culated. While other costs are pos- 
sible, these represent the basic story. 
Again, be fair; if this analysis is 
omitted, the prospect will make his 
own, with no credit to the contractor. 
Put it in terms of cents per hour or 
dollars per day. Five or ten cents per 
hour per unit is small compared to the 
payroll of those who depend on it. 





IN STORES with a prestige appeal interior 
lighting must be at a high level and of 
moderate intensity. 
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REFRIGERATION. Apparently 
there is no point in listening to those 
“rainy weather” birds who predict un- 
happy days ahead for the refrigeration 
industry. During the first seven 
months of 1937 the sales of domestic 
refrigerators went 15.3 per cent above 
the corresponding period last year and 
50.4 per cent above the same period in 
"35. The Edison Electric Institute has 
estimated the following figures based 
on the production of NEMA members. 


7 Months—1937. ..1,898,656 units 
7 Months—1936. . . 1,646,657 units 


RANGES. The electric range con- 
tinues to have its voice heard in the 
appliance world. It is fast getting into 
the volume class. According to 
NEMA, which bases its figures on re- 
ports from 12 leading range manu- 
facturers, range sales for the first 
seven months of 1937 are running 41.5 
per cent above the sales volume done 
during the same period last year. 


Months, 1937.....258,043 units 
Months, 1936..... 182,383 units 


Se NY 


IES LAMPS. The IES promo- 
tional campaign continues to be ef- 
fective for, according to figures 
gathered by the Electrical Testing 
Laboratories, and based on the num- 
ber of base tags issued, July sales were 
estimated to be 90.52 per cent above 
1936 and 277 per cent above July, 
1935. For the first seven months the 
sales of IES lamps were 70 per cent 





APPLIANCES ARE ROLLING! 


above the 


1936. 


7 Months, 1937. 
7 Months, 1936. 


corresponding 


.412,992 base tags 
. 242,229 base tags 


WASHERS. One of the most en- 
couraging trends in the electric washer 
industry is the preference the public is 
showing for high priced units. This 
year, to date, the average retail price 
is $70.93 compared to $64.78 during 
the same period last year. The in- 
dustry did a good selling job last year, 
so the percentage increase during the 
first seven months isn’t startling. Sales 
are 7.99 per cent above ’36. The fol- 
lowing figures were supplied by the 
American Washing Machine Associa- 
tion. 


7 Months—1937....981,766 units 

7 Months—1936....909,079 units 

Electric Washer Sales by Price 
Classifications 


1937 1936 
Price Group %tototal % to total 
Below $40.00 ... 5.6 7.03 
$40-49.99 ...... 16.1 21.51 
$50-69.99 ...... 42.5 47 .66 
$70 and over ... 36.2 23.80 
VACUUM CLEANERS. This 


appliance continues its upward march, 
with floor models, for the first seven 
months, running 26.45 per cent over 
the corresponding period in ’36. The 
hand cleaner is doing even better than 
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period of 





Sales for the first 
seven months of this year are 48.23 
per cent above the same months last 


its big brother. 


year. 


7 Months, 1937. .805,271 floor cleaners 
277,900 hand cleaners 
7 Months, 1936. .636,832 floor cleaners 
187,469 hand cleaners 


IRONERS. There is still a big job 
to be done by the industry in selling 
this appliance for, last January 1, only 
5.5 per cent of all wired homes had an 
ironer in the basement or kitchen. July 
fell a bit below last year, although the 
sales for the first seven months were 
6.1 per cent above last year. The boys 
are making headway, though, for the 
first seven months of *37 showed an 
increase of 37.41 per cent over 1935. 
The following figures were released 
by the American Washing Machine 
Manufacturers Association. 


Months—1937....109.270 units 
Months—1936. ...102,988 units 


sg 


OIL BURNERS. During the first 
six months of this year, shipments of 
domestic oil burners were 24.76 per 
cent above the same period last year 
and 81.95 per cent above the corre- 
sponding period of 1935. These fig- 
ures are based on reports of 178 
manufacturers. These producers ac- 
count for approximately 85 per cent of 
the total volume. 


6 Months, 1937......58,667 units 
6 Months, 1936...... 47,024 units 


6) 




















3 es most folks, leaves turning 
from green to brown, football 
games, chilly mornings and_ stiff 
grease in the car, mean nothing 
much more than summer is tired 
of being around and winter will be 
whistling in before long. To whole- 
salers’ salesmen, who are out sell- 
ing small appliances to dealers, de- 
partments stores, utilities, hard- 
ware stores, and other retail out- 
lets, the fall season offers the last 
opportunity for bringing up their 
volume and going over quota be- 
fore the curtain is run down on 
the current year. 


Volume Up 

Not some publicity man’s pipe 
dream, but notes from sales rec- 
ords show that small appliances 
are running well ahead of any of 
the past several years. In fact in- 
creases are running from 15 to 75 
per cent above 1936. There are a 
number of reasons for these cheer- 
ful reports. Better products; more 
money in circulation; better promo- 
tions by the industry and individual 
firms; and more intensive sales 
campaigns. \ 

Obviously, there is just one 
method for the wholesaler’s sales- 
man to increase his small appliance 
volume—increase the productive- 
ness of his customers. 

Too much effort has been wasted 
in selling a few items to a flock of 

















Effective displays require thought 
and lead to ringing cash registers for 
both the retailer and wholesaler 












Prosper With 
Small Appliances 


Last year the housewives of this country bought enough 

small appliances to ring retailers tills to the tune of 62 

million dollars. So far the appliance industry is well 

ahead of 1936 and a big hearted Santa Claus is going to give 

the year a fine wind-up. Distributors’ salesmen have from 

now until well into December to help their dealers share 
in this large Christmas volume. 


dealers. The wise salesman ana- with their large amount of floor 
lyzes his market, selecting those traffic compose another first class 
operators who are live wires and market for small appliances. The 
have the potentialities for develop- specialty electrical dealer should 
ing into good appliance merchan- not be overlooked. Many people 
disers. In most localities the utility go running to the hardware store 
is the best outlet for all types of for all their household wants, so the 
appliances. Department _ stores, hardware owner can be depended 


upon for appliance sales. 

In some cities the jeweler has 
taken an interest in quality appli- 
auces. Out in rural communities 
the general store is still quite a 
factor for everything from socks to 
cultivators. With the continual ex- 
pansion of rural lines and promo- 
tional effort directed to farm folks, 


Manufacturers continually develop 
improved appliances with convincing 
sales features. Dealers must be urged 
to use all the sales points for open- 
ing new and replacement markets. 
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Up- Irons (automatic) .. eae 


Cleaners (floor) 
ae Haw ak a G. 
Waffle Irons ...... 
Fans (desk, bracket) 


Up- 


Hot Plates, Grills.. 


Up! 


Percolator® 2.6.5... 


1934 1935 1936 

1,737,000 2,255,000 
1,146,000 
2,100,000 2,310,000 3,000,000 


1,358,000 
722.000 906,000 
810,000 

1,163.000 
476,000 


634,000 772,000 


958,000 930,000 


394,000 433,000 


387,000 445,000 525,000 





the general store should be able to 
do an even better job for the whole- 
saler’s salesman. In a small Minne- 
sota town, the village undertaker 
has done an outstanding job in 
selling both small and large appli- 
ances. In Kenosha, Wis., the 
Zabel-Martin Store was long identi- 
fied as a drugstore. They took on 
a few appliances, made good, and 
expanded that department. Today 
they are interested primarily in all 
types of electrical gadgets and are 
the livest appliance firm in town. 

The object of these two illustra- 
tions is to show that no one type 
of concern has the monopoly on the 
appliance business. Browse around 
your territory, ask questions, and 
some good appliance possibilities 
may come to light. 


Demonstrations Get ’Em 


After the retail outlets have been 
chosen and convinced that they 
should put in a stock of appliances, 
the selling job is just well started. 
Mr. Wholesaler’s Salesman now be- 


comes a merchandising expert. Ad- 
vertising, good window and interior 
displays are necessary in moving 
small appliances. Demonstrations 
are extremely important. Of that 
statement there is definite proof. 
All appliance salesmen know that 
ironers are a tough thing to sell. 
There’s not much point in kidding 
ourselves about it. The appliance 
sales manager of the Central Elec- 
tric Supply Co., Battle Creek, 
Mich., figured that demonstrations 
with dealers should do the trick; so 
he and the firm’s home economist 
staged a series of ironer demon- 
strations in cooperation with a se- 
lected group of dealers. Sales 
increased to the point where they 
were selling one ironer to three 
washers. 

While the Northern States 
Power Co. was still actively mer- 
chandising, they had, at one period, 
a large supply stock of waffle- 
makers on hand. The home econ- 
omists set up a table on the main 
display floor and went to work. 
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Whether it be mixers, toasters, 

roasters, vacuum cleaners or any of 

the other appliances, demonstrations 
do the trick in creating interest. 


They also used a supply of bacon, 
nuts, apples, and corn to show 
housewifes the multitude of recipes 
that needed the waffle iron. 

The result of these demonstra- 
tions was that within two months, 
the waffle-maker sales of this 
utility were running more than 300 
per cent over previous periods. 


Use the Homes Economist 

Manufacturers of appliances 
have far flung staffs of home 
economists who are glad to cooper- 
ate with wholesalers and dealers in 
putting on appliance demonstra- 
tions. Since the average dealer is 
not financially able to hire a home 
economist, it might be suggested 
that his wife or cousin Effie or 
some other personable relative learn 
the facts on the various appliances 
and go to work on busy days. 

Demonstrations are valuable for 
two reasons. The first of these is 
to acquaint women with the various 
appliances, so they become inter- 
ested and buy. Secondly, demon- 
strations offer owners of appliances 
the opportunities for learning new 
uses for their electrical equipment. 
After all, word-of-mouth advertis- 
ing can’t be surpassed, and no 
woman is going to enthuse about 
an electrical device when it is up in 
the closet gathering dust. 

No salesman is interested in any 
line that does not offer volume pos- 
sibilities. Volume alone doesn’t 
buy new hats and cars, therefore he 
will be interested in selling quality 
merchandise that offers satisfactory 
profit. 

With good times once again with 
us there is an ever growing trend 
to quality merchandise. Manufac- 
turers are currently bringing out 
new appliances scientifically de- 
signed to perform many household 
tasks for the electrically minded 
consumer. Prosper with appliances! 
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Act VI—“Showmanship in Business” 


By Zenn Kaufman 


2 See Wooden Indian is dead. We 
can remember when he was the de- 
luxe in window display—when no 
self-respecting cigar store would be 
without him. But he’s gone. Gone 
with bustles, buggies and Bernhardt. 

Tableaux are gone, too. A gentle 
art—but unable to keep up with the 
pace of a nation that was headed for 
double-feature talkies and dawn to 
dusk hops from Washington, D. C. 
to Washington on the Pacific. 

Tableaux and Wooden Indians— 
they've disappeared not because they 
didn’t move fast enough but because 
they didn’t move at all. One a symbol 
of popular entertainment—the other 
an early introduction to what we now 
call window display. 

The Wooden Indian was built by 
America’s first commercial showman. 
His name escapes the records—but 
probably an ancestor of Bill Stens- 
gaard—who so ably carries on the 
tradition in the windows of America’s 
Retail Stores. Our education in his- 
tory was neglected—our estimate of 
the actual number of living Indians 
is pretty sketchy—but we’d bet a good 
cigar that the number of Indians—at 
a peak—never equaled the number of 
people who see Wellbaum’s windows 
in a week. 
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The secret? Motion. 

Elmer Wheeler, whose “Tested Sell- 
ing Sentences” (copyright) steer Macy 
salespeople to sales bull’s eyes, tells 
of a pipe salesman who was tapping 
the counter nervously as he despaired 
of ever selling a certain pipe. A 
customer interrupted his day-dream 
with “Is this pipe unbreakable?” 
Sold! A perfect sale for him—and, 
for us, a perfect introduction to the 
use of Motion in selling. 

At the Chicago Fair, the Owens 
Illinois Glass Company was able to 
get maximum crowds at minimum 
cost by letting the customers do the 
work. Folks were invited to throw 
real baseballs at glass bull’s eyes. 
Thus giving people a chance to re- 
lease an urge that was pent up for 
decades. In fact, all of the successful 
shows at the Fair had some element 
of action, such as the Chrysler dare- 
devil racetrack—or American Cans 
push-a-button—and make your own 
tin-can bank machine. 

In even the face-to-face sale of a 
ten cent door mat. Motion is as im- 
portant day-to-day selling as ges- 
tures in public speaking. More so. 
l‘irst, it attracts attention. Second, it 
helps to hold it against the competing 
influences of: “I’m late for the mov- 


ies” or “I wonder what’s at the next 
counter?” Please note that demon- 
strators, who are more highly trained 
(and paid) than the average store 
salesperson almost always use motion, 
when they work. Cosmetics or clean- 
ers—housewares or hair waves—re- 
member—Action _ gets Reaction. 
Emotion follows Motion. 


One Arrested Action 


The most exciting sales contest I 
ever heard of was one that fairly 
burst with action. This contest was 
run by MacArthur Brothers, a Dodge 
dealer in Tucson, Arizona. They 
dramatized the contest as a war which 
in itself should suggest action. They 
took the whole town into their contest 
by advertising that an American Flag 
over their store would be pulled down 
any day they did not sell at least ten 
cars. 

A cannon was placed on their lawn— 
and was to be fired very time they 
sold a Dodge. A man might be seated 
in a Ford showroom down the street, 
pen in hand, ready to sign for a new 
car, when BANG!—Charlie Mac- 
Arthur sold another Dodge. The Mac- 
Arthur Brothers were arrested as pub- 
lic nuisances—which was more action 
than they expected—though not more 
than they wanted. 

The surface hasn’t been scratched. 
There’s a big chance for motion in 
interior display. One department 
store has, contrariwise, set a display 
half-way between floors alongside of 
escalators on a ledge. A sort of grav- 
ity-feed of prospects. But stores that 
can’t afford to keep customers rolling 
past merchandise, can afford to make 
the marchandise animated enough to 
keep customers’ eyes rolling toward 
et. 


Lots of Ways to Do It 


A furniture store puts motion into 
an outdoor advertising display with 
an old grandmother rocking back and 
forth and cooing about “76 years of 
good furniture.” General Electric 
steals the sidewalk audience with a 
refrigeration display in which the 
door opens and shuts by itself. A 
Westinghouse fan display blows into 
a waving window curtain, thus pro- 
viding a pleasant change from a thou- 
sand other fan displays that animate 
only a colored ribbon. A direct mail 
piece gets extra interest because a die 
cut section bobs up as you open it. 
And, not 3 per cent more expensive 
than a thousand other mailing pieces 
that lie passively in your hand as you 
take them out of envelopes. 

The Wooden Indian is dead, He 
had no motion. So get going—soon— 
unless you want him to move over to 
leave room for you. 
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When Appliances 
come up! 


Get the cream of the holiday business 
from your retailers RIGHT NOW. 








General Electric is paving the way for you to make a killing 
this fall on holiday appliance business. Retail outlets and con- 
sumers are being bombarded with advertising and promotion 
of every kind. Never before have appliance buyers been so 
conscious of the lasting value of G-E products. And never be- 
fore have retailers been so aware of the opportunity that is 


offered to sell G-E to a boom-time holiday trade. 


Start building up those fat commission checks right now. Take 
the path of least resistance and plug G. E.—the name known 
the world over for quality appliances. Our field men and dis- 
trict managers are eager to co-operate in any way to help 


you make 1937 a banner year. Let's go! 
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SHOWMEN 


With 50 exhibitors, an attendance of 2,500 and a highly satisfactory volume of 
orders, the eleventh annual New England Radio and Electrical Trade Show was 
staged with flying colors at Boston's Copley Plaza Hotel recently under the auspices 
of the Radio Wholesalers’ Club. The photographer "caught" the president of the 
Club and three of the four committeemen who where responsible for the swell 
show. L. Warner of Roskin Distributors, Inc., was not there at the moment. Left 
to right, Alan Steinert, Eastern Co., George Cohen, president Radio Wholesalers’ 
Club, Hollis Vaughan, George H. Wahn Co. and the chairman Thomas Burke, 
J. H. Burke Co. 





SALES MEETING 


Late in July, General Sales Manager Robert Arnold of Silex, called in his salesmen 
from all parts of the States and Canada for the third annual sales meeting. The boys 
were mighty pleased when President Frank Wolcott outlined details of a hard hitting 
advertising campaign which will be launched soon. 





CELEBRATION 


Willys cars have made a grand come back this year and when the 50,000th car came 
off the lines it was presented to Powel Crosley Jr. of Crosley Radio Corp. At the 
ceremonies are: Captain Eddie Niermeyer, pilot; Charles Schott, Jr.; William Meyers; 
J. P. Rogers; Clarence Felix; Sam Kehoe; David Wilson, president of Willys; Powel 
Crosley Jr., president, Crosley; Charles Schott; E. G. Davies and J. J. Tolbert. 


LAUNDRY SPECIALIST 


J. J. McKay has been appointed laundry 
equipment specialist in St. Louis for Gen- 
eral Electric. He will operate from the 
appliance sales office at 1010 Pine St. 
McKay is well known in that town. Re- 
cently he was associated with the appli- 
ance department of the Biederman Furni- 
ture Co, 


Making the 
ROUNDS 





HAPPY DAYS 


All's well in the fixture and appliance 
world if the cheerful appearance of C. S. 
Nearman means anything. Nearman tells 
the dealers throughout the territory that 
the place for them to buy appliances 
and fixtures is Sprague Electrical Supply 
Co., Waterbury. Conn. 
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Tree trimmers hail this 
<> 15-light set {3415} with 
delight. 15 sockets in one 
straight line make tree trim- 
ming a pleasure. Each lamp 
burns independently. When 
one lamp burns out the oth- 
ers remain lighted. 


The Noma Cheer-O-Lite 

> Tree {No. 615} with its 
glittery, silver crystal sur- 
face, makes a hit with every- 
one. Light in many colors 
glows through the odd 
shaped Christmas symbols. 


a Tan 
(Simao 


Outdoor is 


~ 


Teh’ \ 


7-light Multiple 
~ Red Cap Outfit. 
Thoroughly weath- 
erproof for use 
outdoors as well 
as indoors. Noma 
Add-On Extension 
Connector for at- 
taching additional 
sets. Through wire 
red cap sockets for 
straight - line deco- 
rating. 
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@ Christmas just ahead—and all signs point to 
record - breaking sales of Christmas lighting. 
Homes— business places— public institutions — 
will light up for Christmas as never before. Make 
this demand ring your cash register by featuring 
NOMA—the name the public knows and asks for— 
America’s fastest selling Christmas lights. 

Noma has everything the people want—exclu- 
sive, new-as-tomorrow novelties that tickle the 
public’s fancy and build extra sales — all the 
standard favorites — everything for the creation 
of the simplest to the most elaborate effects. 

Noma products are safe, dependable, easy-to- 
use. The patented adjustable Berry Bead and 
Add-On-Connector make Christmas decorating 
a pleasure. That’s why people go for them. 

Order NOMA Christmas Lights from your 
jobber. Warehouse stocks conveniently located 
at Chicago, New York, San Francisco, insure 

uick delivery. Noma Electric Corporation, 
524-528 Broadway, New York, N. Y. 











PLEASE REGISTER 
at the 


CONVENTION! 


As in former years ELECTRICAL WHOLESALING will 
issue and distribute its complimentary list of ie 
in Cleveland for the NEWA Convention. If you 
want to be included PLEASE register at the NEWA 


\ 


Registration Desk. 


Please Register at 
NEWA 
Headquarters 
Hotel Cleveland 
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Selling Time 


By John MacGregor 


Out of the 8760 hours in any year 
man normally spends a large portion 
in sleep, meals, commutation and 
recreation. 

So we come to accept the remaining 
hours, approximately 2600, as the po- 
tential work-year. 

Yet each of us engaged in selling 
krows that only a small percentage of 
this time can actually be used in the 
consummation of sales. Much time is 
consumed in getting to or from cus- 
tomers; in waiting to see them or wait- 
ing for them to come to our place of 
business. While this varies greatly with 
a number of factors it has _ been 
measured in some fields of selling, and 
the survey reveals that less than 10 
minutes out of each hour is actually 
spent with the customer. 

Is it any wonder that selling costs 
are high? For out of a normal eight- 
hour work day the seller must sell 
enough in 80 minutes to pay his full 
day’s salary. 

Thus a man who expects to sell 
$30,000 a year must average about $100 
a day in sales, On this basis it doesn’t 
seem difficult but when you say he has 


(Continued on page 70) 





FAST CLIMBER 


Not many moons ago Ralph Cordiner 
was made manager of General Electric's 
appliance and merchandise departments. 
And now the report has been received 
that he is the head of that department, 
succeeding P. B. Zimmerman, who re- 
signed to go with Norge. Ralph is a 
young man, but has had lots of experi- 
ence in his career. He spent 10 years 
on the coast with the Edison General 
Electric Appliance Co. then in '32 was 
moved East as manager of the heating 
device section. Two years later he 
headed the radio division. 
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GRAND VALUE - GOOD PROFIT UNIQUE DISPLAY 


EADY for you in Deal #82—truly a GRAND 
VALUE. Here are 6 heavily chrome-plated, 
thick gauge seamless brass cases. Cases equipped 
with candle-lite feature, 3-position safety lock 
switch and bulb shock absorber—in fact, every prac- 
tical improvement usually found in $1.25 flash- 
lights. Your retail price 85¢ each, complete with 
batteries. Deal includes 48 Bond Super - Service 
Mono-cells and FREE Si-Me display. Total Retail 
Value $8.70.... Your Cost $5.66.... Your Profit 35%. 


I-ME twin display packages sell more flash- 
lights in half the counter space. These twin 
packages are hinged in the middle. They open 
wide to display 6 lights to the front, or they 
swing back-to-back to display 3 lights front and 
3 lights rear. Displays are delivered completely 
set up, as shown above. 
Closed, open or at any angle, Si-Me twin dis- 
plays get attention and show off these chrome spot- 
lites, full length, superbly for getting sales. 


Ask your Jobber’. Salesman for full details 
BOND ELECTRIC CORPORATION 


NEW HAVEN, CONN. 


October 1937 — ELECTRICAL WHOLESALING 


CHICAGO, ILL. 


SAN FRANCISCO, CAL. 
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VENT FAN 


Automatic . . . easy to install] 
- + + Qdjustable to wall thick- 
ness .. . moO wood nor metal 
frame necessary ... no screws 
in plaster, wood or brick needed 
to install. 


Here’s a popularly priced, high 
quality Kitchen Vent Fan— 
equipped with a 10-inch quiet 
type fan blade that removes 
cooking odors, steam, smoke and 
excessive heat quickly and 
quietly. Available for A. C. or 
D. C. current: A. C. type is non- 
radio interfering. 
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, SIGNAL ELECTRIC MFG. CO., 

















Automatic switch and 
shutters are controlled by 
opening and closing the 
door. Opening the door 
starts the motor and 
opens the shutters. Attractive finish 
—inside and outside frames are 
polished cast aluminum, adjustable 
for wall thickness 7” to 13’—special 
for walls 12” to 24” at small addi- 
tional cost. We'll gladly send you 
complete information upon 
request. 





Menominee, Mich. 





(Continued from page 68) 
to sell $100 in 80 minutes (the actual 
selling day) you can see he has to 
average $25 in sales every 20 minutes. 

All of which tends to emphasize the 
necessity for study, thought and prepara- 
tion in the field of selling today in 
order to make the “80 Minute Sales 
Day” more productive. 

The man who has to stop and look 
up the information—the salesman who 
doesn’t know whether it’s in stock or 
not—the man who doesn’t know what 
is going on—is going to be anchored to 
small commissions or salary. 

For few people, unless they are most 
efficient, can make enough in 80 minutes 
contact with the customer to pay their 
full day’s salary unless they KNOW 
their merchandise; the materials used; 
why it’s made a certain way; what it 
will do; what it costs; what sizes, styles 
and types it is made in; the maker of 
the goods and his responsibilities. 

Selling is going to be more scientific 
—and more profitable for those who 
make a study of it. 


Tie In On 
Appliance Promotions 


There is a lot being done today 
to make selling appliances easier. 
Last month we told about what was 
being done in Buffalo to educate the 
public of that region on what consti- 
tutes a modern electrical home; 
similar projects are underway in 
other parts of the country. 

In addition to these electrical 
homes, trade shows, demonstrations 
and rolling trailers are contributing 
to the promotional activity. 

What is of importance to appli- 
ance distributors and their salesmen 
is that all these programs involve 
the increased use of appliances and 
will mean additional appliance sales. 
Adequate wiring for a full flow of 
current is also included, but every- 
thing else is appliances. What are 
you going to do to cash in on this 
stimulus your customers are re- 
ceiving? 

The dealer no longer needs to 
educate his prospects on the desira- 
bility of living electrically. Sales 
are easier now for the wage level 
is at its highest point in years; 
also the construction of over a mil- 
lion new homes is under way or 
contemplated in the near future; 
and the new American idea of a 
modern home, completely electri- 
fied, needs only a concerted push to 
establish that idea as the American 


Standard of Living. 


ELECTRICAL WHOLESALING — October 1937 














Buito Your HOLIDAY SALES 





| neers 


HAMILTON BEACH 
VACUUM CLEANERS 


Motor-driven beating brush 
cleaners in 3 models and 3 
prices—No. 8—$34.75; No. 
10-$57.50; No. 10L—$59.50. 
Built for efficient cleaning, 
easy handling and long life. 
Ball-bearing motors never 
need oiling. 





HAMILTON BEACH 
HAND CLEANER 


Cleans by powerful suction. 
Is light in weight and per- 
fectly balanced for ease of 
operation. Has improved 
moth prevention method ap- 
proved by GOOD HOUSE- 
KEEPING INSTITUTE. Re- 
tail price $14.50. Attachments 
$3.00. 


















WITH THESE FAST-MOVING 


QUALITY APPLIANCES 


HAMILTON BEACH 
FOOD MIXER 


The many time-tested features of the Hamilton Beach— 
one-hand portability and operation; bowl control that 
insures thorough mixing; guarded double beaters in one 
unit; and multi-speed, full-power motor—are real selling 
features. Each is easily demonstrated over the counter. 
They appeal to a woman's desire for greater kitchen 
convenience. 





Hamilton Beach backs you with extensive consumer 
advertising, effective Dealer re-sale helps and a 
consistent Wholesaler-Retailer policy . . . During 
the Holiday buying season more than 25 a 
advertisements will appear in a selected <= 
national magazines. We will supplement these 
magazines with more than 24,200,000 messages in 
the rotogravure sections of 31 Sunday newspapers 
from coast to coast.. . . We furnish your dealers— 
FREE—a full array of dealer helps—displays, 
counter cards, folders, newspaper mats, etc. 


YOUR PROFIT IS PROTECTED 
Hamilton Beach products are distributed on a 
clean-cut Wholesaler-Retailer policy. All inquiries 
are referred to dealers. We encourage price mainte- 
nance and’a full profit on every sale. 











HAMILTON BEACH 
HAIR DRYERS 


Ideal gifts for every home. 
Supply a gentle blast of 
either warm or cool air. No. 
5 finished in ivory enamel 
retails for $7.95 (Western 
$8.45). No. 3 stand type 
finished in ivory, blue, old 
rose or orchid retails for 
$14.00 (Western $14.50). 


HAMILTON BEACH 
VIBRATORS 


Three models for home = 
professional use. Type ‘ 

or Type “F” retail for $13. - 
(Western $14.00) and Type 
“K” for $9.85 (Western 
$10.35)—all complete with 
applicators. A good selling 
extra profit item. 






HAMILTON BEACH 


HAMILTON BEACH CO., Racine, Wis. 
Division of Scovill Mfg. Co. 
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GUARDSMAN 


Faries Guardsman lamps protect sight .. . avoid 


eye-strain ... and conserve energy. Due to their Jr. 
patented design, these efficient, modern lamps 

eliminate glare and reduce shadows to the mini- 

mum, They shed a bright yet restful light hav- Model 2242 


ing the texture of daylight, with proper distribu- 
tion to all points on the lighted area. Faries 
lamps retain their original beauty for they are 
made of brass with electro-plated finishes which 
dignify and harmonize with other furnishings. 


List $11.00 


Advertising, now being placed in publications read by busi- 
ness executives, features these lamps. Stock them now, and 
make your share of these sales! 

DECATUR 


MANUFACTURING CO. 
ILLINOIS 


Fas K ( a S and S. Robert Schwartz Div. EW Suan 
WARRANT 
See = of QUALITY 

















BIG NEWS 


FOR APPLIANCE MANUFACTURERS 
ON PAGES 


90 AND 91 
OF THIS ISSUE 























Watch This Dead Beat" Trick 


Leo Siegel, treasurer of the Hobb 


Inc., warns whole- 
for a new “dead 


Electrical Supply 
salers to watch out 


beat” scheme now being worked in 
metropolitan areas. 
A small buyer, with no previous 


credit standing, induces a wholesaler to 
extend from $25 to $100 credit, either 
on the basis of the buyer’s personality 
or because some member of his imme- 
diate family is willing to give the 
wholesaler a letter, guaranteeing pay- 
ment of the small amount. 


The credit thus extended is used and 
the goods paid for. Here is where the 
trick starts to work. 

The buyer takes the invoices and 
statement issued to him by the whole- 
saler granting the original credit to 
several other wholesalers in his local- 
ity and baits them with this evidence 
that a competitor is extending him 
credit and that he is meeting his obli- 
gations promptly. All too frequently 
he is successful in getting into two or 
three wholesalers for several hundred 
dollars each, during the first month. 
When this first month’s invoices are 
due, he stalls his creditors off with some 
sob story, and gives personal notes to be 
met (perhaps) in from 60 to 90 days. 

In order to combat this situation, 
local wholesalers should get together 
and work on a more friendly basis for 
exchanging credit information to check 
the operations of these “dead beats.” 





CHICAGOAN 


For the past six months Stanley Altschul 

of Efengee Electrical Supply Co. has 

been doing a darned good selling job. 

He reports that business is looking good 

in the big town for everyone in the 
electrical industry. 
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Contractors on Trial 


With You 
=—<=CONTINUED FROM PAGE (= 


pressing. A little later the comfort 
and utility of electric service will 
begin to break down and who will 
be blamed? Public opinion wiil rise 
against the electrical industry and 
politicians will grab the issue with 
a glad cry. Then some new Billi- 
kin—God - of - Things - as - They - 
Ought-to-Be will whip up another 
New Deal and start a crusade for 
more abundant life in cities and the 
flames of punishment will burn us 
all. And it will be coming to us. 
Then to relieve the public need 
and satisfy the popular demand, the 
government will go into the wiring 
business. Or, long before that, the 
power companies will jump in—as 
they have done before. Or, the big 
manufacturers will send out high 
pressure wiring crews—as they have 
done before. Or Sears Roebuck or 
somebody will set up a syndicated 
nation-wide wiring chain. And then 
what will happen to the electrical 
business, as it is now established? 








The Wholesaler’s Job 


At this point, I hear some whole- 
saler say—‘“Well, what can I do? 
It’s not my job.” But in his heart 
he knows, it is his job. For only 
his salesman can reach that mul- 
titude of small contractors, who 
today are paralyzing the house wir- 
ing business of the land by their 
competition to destroy the adequacy 
of installations. The wholesaler is 
in some part responsible for the ex- 
isting situation along with the rest 
of us. And without his help the 
electrical industry can not hope to 
recover from the present fix it is in. 

A first faltering move has been 
made by the national associations 
in establishing an Adequate Wiring 
Bureau to promote this market. But 
almost two years have passed since 
the idea was launched and nothing 
has really happened. There is more 
in the situation, however, than the 
building of public demand for more 
and better wiring. When this de- 
mand comes, it will expect wiring 
by new methods—and maybe new 
materials—at a new price. And the 
contractor is not ready—nor is the 


wholesaler nor the manufacturer 
nor the power company. 

Frankly, I see this emergency as 
the greatest challenge that the lead- 
ership of this electrical industry has 
ever faced. The contractor is on 
trial—but not alone. So are the 
rest of us. And unless we are 
ready to step out with new vision 
and organize on a far vaster scale, 
backed by a greater financial cour- 
age than we have been accustomed 
to—Well, we might as well start 
digging some graves with southern 
exposure—and have ‘em handy. 
For there will be new men in the 
top jobs all around. 








Do Not Fear the Co-ops 
== CONTINUED FROM PAGE |= 


They point to various other indi- 
cations of the abandoning of a pas- 
sive role by the consumer. 

Sponsors of consumer co-ops have 
some reason to argue that present 
tendencies in industry, with intensive 
competition to corral the consumer’s 
dollar, act to aggravate and increase 
wastes and anti-social practices. Cer- 
tainly, the new attitude on the part 
of certain consumers, if carried to ex- 
tremes, as it well may be, will pro- 
vide fertile soil for the development 
of consumer cooperatives. In recent 
years, also, national and state gov- 
ernments have become more and more 
interested in the cooperative move- 
ment, although chiefly in enterprises 
engaged in the cooperative marketing 
of agricultural products. 

It is easy to overemphasize the im- 
portance of government policy in this 
field of marketing. Of course, it can 
give direct assistance to both private 
enterprise and co-ops, as it has in the 
past, by lending capital. It can con- 
tribute by educational methods. But 
it cannot create effective consumers’ 
co-ops. ‘These must depend upon the 
attitude of consumers themselves and 
the degree of consumer discontent 
with present methods. After all, co- 
ops are voluntary associations. Any 
group may form one if it cares to do 
so. 

In this connection it is significant 
that the report of the President’s 
Committee of Inquiry on Cooperative 
Enterprise in Europe, covering its in- 
vestigation made in the summer of 

(Continued on page 82) 
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AUTOMATIC 
ELECTRIC 





Modern business needs fast, 
accurate telephonic  intercom- 
munication! So do modern 
homes! Take advantage of this 
rapidly growing demand for high 
quality, reasonably- priced in- 
terior telephone service by sell- 
ing Automatic Electric Intercom. 
Systems. 


Made by one of the largest and 
oldest manufacturers of public 
telephone exchange equipment in 
the world, Automatic Electric 
Intercom. Systems can be relied 
upon to provide highly satis- 
factory service with long, trouble- 
free life. 


Supplied in capacities of 2, 
6, 10 and 11 stations, with wall 
or desk type telephones. Write 
today for catalog and discount 
sheet. 


AUTOMATIC ELECTRIC 
INTERCOM. SYSTEMS 
are designed for private 
service. They cannot be 
connected with the public 
telephone system. 


AMERICAN AUTOMATIC 
ELECTRIC SALES COMPANY 
1033 West Van Buren Street, Chicago 


———— 
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Grom the News 


Tom Blackburn Joins 
Electrical Wholesaling 


Tom Blackburn, well known in the 
middle west as field editor for Electrical 
Merchandising and Radio Retailing, has 
become middle western editor for ELEc- 
TRICAL WHOLESALING. He will travel 
the Big Valley out of Chicago and cover 
the news of the wholesale houses. His 
long contact with the distribution and 
merchandising of electrical products 
gives him an ideal background for this 
work. 


Broome Electric Enlarges 


The Broome Electric Co., Amarillo, 
Tex., has removed the roof of its one 
story building to make way for the 
addition of a second floor. This will 
be of fireproof construction, the en- 
largement more than doubling the pre- 
vious floor space. 


Clemons Made Laundry Specialist 
For G. E. In Chicago 


Jack Clemons has been appointed 
specialist for the Chicago area in all 
products of the General Electric home 


ment in Chicago. Mr. Clemons was 
formerly associated with the Royal 
Eastern Electrical Supply Company, 


New York City, where he was as- 
sistant appliance sales manager and a 
leading prize winner in home laundry 
equipment sales contests. 


Beck And Gregg Enlarges 
Specialty Department 


Major appliances, which have been 
sold by the general salesmen of Beck 
and Gregg Hardware Co., Atlanta, Ga., 
will now be handled by specially trained 
men under Appliance Manager J. F. 
Gordy. J. Q. Forrester, George T. 
Laney and James C. Jenkins compose 
the appliance sales force, handling 
Crosley products. 


“Mass. Gass” Fxpands 


Increasing business has required the 
Massachusetts Gas & Electric Light 
Supply Company to add 5,200 sq.ft. of 
first floor counter and display space to 
its headquarters establishment at 191 
Friend Street, Boston. President 
Charles Weinreb stated to a representa- 





include new counter facilities and a 
lighting studio extending through to a 
new and second entrance at 110 Canal 
Street, with sections designed to display 
special room set-ups for the home and 
office, new show cases, direct and in- 
direct lighting. About ten times as 
much display bench space as before is 
now available for household socket ap- 
pliances. There will also be increased 
window display facilities. Five addi- 
tional salesmen have been employed to 
handle the increased business. 


Mid Hudson Adds Lines 


A new house in Poughkeepsie, N. Y., 
the Mid Hudson Electric Supply Corp. 
has been steadily improving its ware- 
house and adding new lines. The firm 
recently added the products of Royal 
Rochester, Wiremold, Colt-Noark, Birds 
Eye and Lightolier. 


Graybar’s Hammond House 
In New Location 


In September, the Hammond, Ind., 
house of Graybar was moved from 
5020 Hohman Ave. to a larger building 
at 5830 Calumet Ave. W. E. Guy, who 
managed the branch when it opened in 
1928, continues as manager. 


Graybar’s September Service Awards 


Hamilton Corey, sales manager of the 
Winston-Salem branch since its opening 
in May, 1935, completes his 15th year 
































laundry equipment section, and will tive of ELEcTRICAL WHOLESALING that with Graybar and J. J. Portley, Albany 
make his headquarters with the G-E the improvements required an outlay of sales manager, registers twenty years 
Appliance and Merchandise Depart- about $20,000. The remodeled premises of service. Other fifteen year awards 
\ 
Sales and Collections on Accounts Receivable by Geographic Regions, for August 1937 
(Compiled by the U. S. Department of Commerce) 
| 
Sales reported | Percent of collections dur- 
Ba Sree ae Rrra a ing mouth to accouuts 
| Aug. 1937 percent Doll | receivable at begiuuiug 
Region change from ae of month 
ee ee ran | | Median percentages 
| Aug. July | Aug. Aug. July Pre cee = 
| 1936 | 1937 1937 1936 1937 Aug | Aug. | July 
| | ee |. oe | ee 
Manna NPE SI. Vapi Ty Sa ER | ee a | 
oe Beek... skew deed ef +20.1 —l1.2 4,376,972 3,644,179 4,931,302 | i: Bee 78.3 75.0 
‘ 
New England and Middle Atlantic.| +14.5 — 3.5 603 , 226 526 , 687 624,870 | 67.8 66.0 | 68.2 
SOabies eaeeeenne. 4 75 A os tk os: +18.7 —18.5 366, 464 308 , 795 449,707 | 67.4 | 77.7 | 74.6 
E. North Central and E. South Cen-—| | 
ee Fe RRR ert he Ue) Ae ee eo | +48.9 | — 3.6 949 , 770 637 , 867 984,822 | 70.4 | 75.4 | 76.4 
W. North Central and W. South'! 
eee Sas oC EE ae ee oe | +25.6) — 8.2 483 ,530 | 384,993 | 526,791 | 77.8 98.6 86.9 
NS oo ak es oie gaa gs aio ee Re ers mere hy Slory BR Oi Rs Seta nel LS BARE cl GR 
IRs ost ew SOR oboe Laan +10.5 —15.8 1,973 , 982 1,785 , 837 2,345,112 75.5 87.9 74.2 
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MAZDA LAMPS 


now give 


MORE LIGHT | 


at no extra cost 


GENERAL 


... and in October all your G-E lamp 


agents should cash-in by tying-in 


~N 


I 


You and your agents now have G-E MAZDA lamps that 
give extra light at no extra cost, plus national adver- 
tising like that shown here that features these new, 
brighter bulbs. 


2 


Subscribers to G-E’s display service will also get the 
knock-out display piece shown here that ties in with 
the new bulbs and the national advertising. 


26 


Your agents have thenew “buyingsign”’ forG-E MAZDA 
lamps, in the form of a door or window transparency. 


NOW, help your agents cash in on this story of 
“Why G-E bulbs give more light this year” by mak- 
ing sure they tie in with the national advertising by 
displaying G-E Mazpa lamps prominently. Urge 
them to put in their “lighted bulb” window display 
as soon as they receive it. See that they put up the 
new “buying sign.” And tell them to ask every cus- 
tomer to stock up with these new, brighter G-E 


Mazpa lamps that Stay Brighter Longer. 


€2 ELECTRIC 


IV O-VANY- WO W-0.V b ts 
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AVAILABLE IN ONE 
TO SIX_ STATIONS 


IN THREE DISTINCT 
SYSTEMS THAT ARE 
TWO WAY -- SELECTIVE 
-- INTERCOMMUNICATIVE 


The new Electro-Call is the only inter- 
communicator that is two-way, selec- 
tive, intercommunicativel No selector 
switch necessary. Comes in three dis- 
tinct systems with models for all lines 
of business. Packed with features that 
give your customers more for their 
money—give you more to SELL! Tone 
monitor control; powerful p.m. speak- 
er: easy to install, just connect cables 
.»+ plug in. Smartly styled cabinets, 
sturdy construction. 














UNITED SCIENTIFIC LABORATORIES 
510 Sixth Ave., New York, N. Y. 


g 
& 
Send me information on the Electro-Call Plan H 
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go to Louis A. Scorce, assistant to mer- 
chandising manager, New York; 
Frank A. Thomas, accountant, Boston; 
Olive A. Landis, secretary, Chicago; 
Myrtle S. Holmen, file clerk, Los 
Angeles; Edyth I. Barrett, quotations, 
Seattle. The 20 year emblem is be- 
stowed on Loretta Quinn, secretary, 
General Departments; Homer H. Gres- 
ham, accountant, Cleveland; Arnell R. 
Hicks, salesman, Cleveland; Max Stan- 
ley, salesman, Toledo; Robert D. Hyne- 
man, salesman, Seattle. Christ Mathisen, 
janitor, of Los Angeles completes his 
25th year; Martha Harris, secretary, at 
Atlanta, her 30th year; E. G. Franke, 
assistant to Dept. Managers, his 35th; 
and W. E. Myers, assistant power appa- 
ratus specialist at Chicago his 40th 
year. 


Niagara League Stages 
Annual Banquet 


On September 20, members and 
guests of the Electrical League of the 
Niagara Frontier flocked to the Buffalo 
Trap & Fiela Club, Buffalo, for the 
annual fall party. 

The afternoon gathering was devoted 
| to lighting, with A. K. Gaetjens, O. C. 
| Cleaver, G. R. La Wall and A. R. Uhr- 
‘landt giving talks. In the evening a 
|large crowd sat down to the steak 
| dinner, heard addresses by M. E. 
| Skinner and Herbert Metz. 


| 


‘Kitchen Modernizing Movement 
‘Shows Steady Gains 


Founded two years ago to stimulate 
|interest in the modern kitchen, the 
National Kitchen Modernizing Bureau 
| has done a mighty able job. From 
August 1, 1936, to the same date this 
‘year 45 new bureaus were formed. 
Just as significant, is the increased pro- 





motion of the electric kitchen in ter-' 


ritories where formal bureaus have not 
been created. Many utilities are train- 
ing specialists to handle this type of 
selling over their entire properties, even 
though formal units are not present. 
Concrete evidence points to the suc- 
cess of the entire program. For in- 








CANADIAN COUSIN. George Van- 
dry is one of those fortunate persons 
who lives in a land of game, fish, beau- 
tiful forests and everything else dreamed 
of by the outdoorsman who is planning 
a vacation. George represents Canadian 
Westinghouse, Ltd. and Canada Wire & 
Cable Co. Ltd., at Quebec. He main- 
tains large appliance, supply and equip- 
ment stocks and the major portion of 
his business is with utilities, industrials, 
dealers and contractors. 





stance, in Washington, D. C., 2,905 all- 
electric kitchens were installed up to 
the first of August. In Brooklyn, 1,416 
refrigerators and 639 electric ranges 
have been sold as a result of the move- 
ment. 


G. E. Supply Locating 
In Hammond 


To more effectively serve their cus- 
tomers in the northern Indiana territory, 
General Electric Supply Corp. is con- 
structing a new warehouse and office in 
Hammond. Located at Fayette St. and 
Oakley Ave., the building will be ready 
for the formal opening, November 1. 





LIGHTING. MEN. During the first 
week of September the executives of 
Goodrich Electric Co. called their men 
together for the annual sales conference. 
Representatives from all sections of the 
country gathered at the Edgewater 


Beach Hotel for the two-day meeting. 
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Switches in ratings of 575 and 
600 volts are equipped with the 
famous Westinghouse ‘‘De-ion” 
Arc Quencher. In the past, arcs 
have been broken by ‘“‘stretch- 
ing.” The ‘‘De-ion’’ quencher 
confines, divides and _ extin- 
guishes arcs instantly——obvious- 
ly preventing concentration of 
burning heat on contacts or 


arc barriers. 


One-Piece 
Hinge Jaws 


_ and Fuse Clips 





@ Maintenance is lower on Westinghouse Safety Switches because there are 
fewer parts to become loose, and cause harmful heating. One-piece or milled-and- 
ground copper parts do away with most of the customary screws and bolts. The 
one-piece composition base is non-carbonizing. Fuses and contacts are inspected 
by simply opening the cabinet. 

Savings on repairs and replacements are carried still further by two additional 
exclusive features. The Diamond-Pointed Break Jaw and Extended Blade con- 
struction confines beading to areas which fall outside the contact surfaces. The 
“‘De-ion”” Arc Quencher in 575 and 600-volt types confines, divides and exting- 
uishes the arc, preventing flashover and damage to working parts. 
One-piece copper parts on switches rated 200 amperes and below are readily 
removable from the front.» On switches 400 amperes and above, copper parts 
are of milled-and-ground type of construction, rear-connected. Base assembly is 


removable from the front. All sizes and ratings, Types A, C and D. Call your local 
Electrical Wholesaler Electrical Contractor Motor Dealer 


Westinghouse Electric & Manufacturing Co., East Pittsburgh, Pa. 


| 20303 
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Which lamp 2” 
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Here are two lamps. An ordinary incandescent lamp and a non-competitive Birdseye 


Inside-Silvered Reflector Lamp. They are identical in three important respects: 


e@ BOTH ARE THE SAME PHYSICAL SIZE 


@ BOTH PROVIDE COMPARABLE LIGHTING LEVELS 
ON THE WORK PLANE 


e BOTH ARE APPROXIMATELY THE SAME PRICE 


Here similarity ends. Compare these specifications; Which lamp would you choose if 
you were a buyer rather than a seller of lamps? 


ORDINARY COMPETITIVE 
INCANDESCENT LAMP 


1. Consumes 300 watts. 1. 


NON-COMPETITIVE BIRDSEYE 
REFLECTOR LAMP 


Consumes 200 watts. 


2. Requires separate reflector with an ex- Z. Reflector maintenance completely elim- 
inated. Inside silvering forms a reflect- 


ing surface that cannot be dulled by 


posed surface to re-direct rays on to 
the work plane. Constant maintenance 


required to prevent heavy loss of light. dirt, grime, chemical fumes, or smog. 


3. Replaced when burned out with new 3. Replaced after 1000 hours or more 


lamp, but in same old light absorbing 
reflector. 


with new lamp having brand-new sil- 





vered reflecting surface. 


Birdseye “‘Oversized” Reflector Lamps do an “Oversized” job efficiently and eco- 
nomically. Every factory, every office, every store is a prospect for this non-competi- 
tive, money-saving lamp. Our distributors’ proposition is a money maker: a profit 
margin distinctly above average . . 


. an uncrowded field of Operation ...a workable 


selling plan... and a product that makes friends. For further details write: 


100 East 42nd Street, New York, N. Y. 


BIRDSEYE REFLECTOR LAMPS 


Birdseye Electric Co., 


Gx 
100 East 42nd Street L] A | New York, N. Y. 
Cnc’ Factory: Gloucester, Mass. 








Schwarze Employees Attend 
Double Header 


Employees of the Schwarze Electric 
Co., Adrian, Mich., began singing “Take 
me out to the ball game” some weeks 
ago and the bosses replied, “Okay”. A 
special train took 300 Schwarze em- 
ployees over to Detroit to see Mickey 
Cochrane’s Tigers take the St. Louis 
Browns to the cleaners in both games 
of a double header. 

Last year the Schwarze ball team 
walked off with the city pennant, so the 
Detroit wins probably spurted them on 
to another pennant this year. 


New Service Plant for 
Westinghouse at Boston 


Subject to approval of the Boston 
Zoning Board, the Westinghouse Elec- 
tric & Manufacturing Company will 
erect a $400,000 service plant and ware- 
house in the Old Colony-Dorchester 
Avenue section of South Boston by 
next April. The new building will be 
approximately 350 ft. x 176 ft. in plan. 
one story in height except where an 
office section is required. The frame 
will be of electrically welded steel, and 
the outside walls are to be of brick. 
| High-intensity lighting and many other 
‘improvements will be included. Ample 
| storage space will be provided for 
|motors and other electrical apparatus, 
| giving the company an establishment 
| 
| 





which cannot be approached by its 
existing facilities in South Boston. 
|The Stone & Webster Engineering 
|Corporation has been designated as 
the supervisory engineer for the project. 








HIS FOURTH ANNIVERSARY is just 


| another busy working day to Wm. 
| (Bill) Terry, who hung out his shingle 
as a manufacturers’ agent in Kansas 
City, Mo., on October 1, 1933. Since 
that time Bill has acquired 10 lines and 
a nice volume among the wholesalers of 
six states. 
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P&S Ready-wired Streamers and Pin Type Sockets 
are two profitable items for decorative lighting work. 
P&S 5320 type Ready-wired Streamers are equipped 
with brown bakelite weatherproof sockets—supplied 
in any length up to 500 feet—with any spacing of 
sockets desired. Completely wired—ready for immedi- 
ate use. Suitable for either indoor or outdoor instal- 
lation. 

Cat. No. 5464 bakelite socket for temporary work is 
designed so stripping, soldering, or taping of wires is 
not necessary. Sharp pointed terminal pins pierce 
insulation and make positive contact with wire. Socket 
cap screws onto body, holding wires securely in place. 


Your request for bulletin 1995-C will bring complete 
listings and data—write for it today. 


PASS & SEYMOUR, Inc. 


Syracuse, N. Y. 






















® Outdoor Flush Receptacle for holi- 
day lighting, portable appliances, 
etc. Plate and screw cover are 
cadmium finished to prevent cor- 
rosion. Thoroughly weatherproof 
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GET OUT FROM BEHIND 
THE 8-BALL! 







Threaded 
type in all 
popular styles 





No-Thread 
type in all 
popular styles 


@ Why put yourself in the position of 
running up high installation costs when 
Appleton “35 Line” Unilets are easily and 
quickly installed. 

With Appleton “35 Line” Unilets, the 
rounded ends of the cover opening and 
the absence of ear lugs give more wiring 
space, and save time and money. 

Appleton “35 Line” Unilets are made 
of malleable iron—giving both strength 
and lightness in weight. Their cadmium 
finish provides positive resistance to rust 


and corrosion. 


Sold Through Wholesalers 


APPLETON ELECTRIC COMPANY 


1734 WELLINGTON AVENUE CHICAGO, U. S. A. 


New York: 76 NinthAvenue Detroit: 7310WoodwardAve. 
San Francisco: 655 MinnaSt. 
Los ANGELES: 340 Azusa St. 


Sr.Lovuts: 420 Frisco Building 
AtLanta: 203 Luckie St. N.W. 


APPLETON 
Threaded and No-Thread Malleable 


Standard for Better Wiring a INILE f &, 


Reg. U. S. Pat. Off. 
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Norge Promotes Knapp And 
Zimmerman Becomes Sales Manager 


Howard Blood, president of Norge, 
has promoted John H. Knapp to the 
position of assistant to the president, a 
position which wilk enable him to as- 
sume more of the managerial respon- 
sibilities. 

Mr. Blood also announces the ap- 
pointment of Paul Zimmerman as vice- 
president in charge of sales. One of 
the best known men in the major ap- 
pliance field, Zimmerman joins Norge 
after 25 years of association with the 
General Electric Co. 


Rocky Mountain League Stages 
Annual Pow-Wow 


The annual meeting of the Rocky 
Mountain Electrical League was held 
at Estes Park, Colorado, September 
13-15. The main objective of the meet- 
ing was to outline a program for mov- 
ing $2,000,000 worth of appliances. 
The program was designed to dovetail 
with that sponsored by the Edison 
Electric Institute and C. E. Greenwood 
of that group was on hand to give the 
boys the dope. 

On the second morning of the con- 
vention, simultaneous meetings of con- 
tractors, wholesalers, manufacturers, 
dealers and utilities were held. 


Allen-Bradley Names 
Iowa Representative 


Allen-Bradley Co., Milwaukee, has 
appointed the newly formed Delavan 
Engineering Co., Des Moines, as their 
representative in the lowa territory. 
Nelson B. Delavan, president of the 
newly formed company, is a graduate 
of Cornell University and was formerly 
vice-president and director of sales for 
the Penn Electric Switch Co. 





EAST SIDE, West Side, all around the 
town, these boys sell for the American 
Electric Co., Kansas City, Mo. Left to 
right: Arlie Snyder, East Side; Fred 
Reck, West Side, and Perry Aber, who 
operates all over the city. All are vet- 
erans, but Perry wins the prize with 
33 years of electrical service. 
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PUT THIS 


C fia 60% to 140% 


FOR vou! 


60% to 140% more light per watt than you can offer from other cor- 


~~ = ww aS 9 


responding light sources! That’s one of the advantages you can give 
with Type-H General Electric Mercury Lamps. It’s one of the rea- 
sons why sales of this modern light source are increasing. 

You can help industry light up for better sight and better, more 
efficient production. You can cash in on a rapidly-growing demand 
and the replacement sales which are mounting steadily. 

Where a psychologically cool “white” light is desired it may be 





obtained by combining mercury and incandescent lamps in one of 


the many conventional type luminaires now on the market for this 





Order your auxiliary purpose. Make the trend to better lighting mean profit to you with 
devices which were de- 
signed especially for By -H General El ; : 
oe eee, oe ype ectric Mercury Lamps 
General Electric Vapor 
be Lamp Company. 
an oe GENERAL @ ELECTRIC 
od any of the seventeen 
1 Sales Divisions of the 
Incandescent Lamp General Electric Vapor Lamp Co. Incandescent Lamp Department 
th Department. 891 Adams Street, Hoboken, N. J. Dept. 165, Nela Park, Cleveland, Ohio 
7 
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KRAEUTER 





Standard in Plier 
Quality SINCE 1860 





There is a pair of KRAEUTER 
Piers for every purpose—over 
200 styles and sizes. 


During the past 75 years 
America’s ablest mechan- 
ics have shown a marked 
preference for Kraeuter 
Pliers. 


WHY HAVE THEY? 
Because Kraeuter Pliers are 
more dependable and make 
the job easier through their 
superior quality and great- 
er gripping and cutting 
power. 


Here's why they are 
superior! 
KRAEUTER PLIERS are 
drop-forged from special 

high-grade steel. 


KRAEUTER PLIERS are 
scientifically heat treated 
in automatic furnaces 
where the possibilities of 
human error are entirely 
eliminated. 


KRAEUTER PLIERS 
must EACH pass rigid cut- 
ting and gripping tests at 
the factory; far greater than 
when in actual use. 


Every tool banded ‘““‘KRAEUTER’” is GUARANTEED 
PERFECT in both materials and workmanship. 


KRAEUTER & CO. 


(Pronounced KROY-TER) 


NEWARK, N. J. 


Manufacturers of Highest Quality Pliers and Tools Since 1860 





82 











Do Not Fear the Co-ops 


== CONTINUED FROM PAGE 73 == 


1936, made no suggestion that con- 
sumers’ co-ops should receive subsi- 
dies of special advantages of any kind 
as compared with other types of busi- 
nesses. The Committee was in gen- 
eral agreement on the facts of 
European experience with co-ops, 
but disagreed on the significance of 
this experience as far as the United 
States is concerned. 

Unless quite unexpected factors 
enter into the picture, consumer co- 
operatives do not appear to promise 
any immediate upheaval in our exist- 
ing marketing system. Their great- 
est opportunity seems to lie in those 
branches of wholesaling and retail- 
ing which are simple and standard- 
ized, where the consumer feels that 
his interests are being disregarded, 
and where he believes that margins 
of profits or costs are exorbitant. 

In the final analysis, consumers’ 
cooperatives, when operated on their 
own merits, will be subject to all the 
hazards of other forms of business 
enterprise, as well as facing prob- 
lems characteristically their own. In 
fact, assuming no artificial stimula- 
tion, consumers’ co-ops will grow 
only if they can improve upon pres- 
ent marketing practice. This they 
will find is very difficult to do under 
the competitive conditions existing in 
the United States. 





TO THE SUPPLY department goes 
Kenneth B. Hopkins of Graybar, as as- 
sistant sales manager in charge of street 
lighting materials, tools and solderless 
equipment. Ken affiliated with Graybar 
in ’25 as a copy writer. In 1929 he was 
made assistant advertising manager and 
later became assistant sales promotion 
manager. 
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r. Electrical Wholesaler 
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DATE FROM THE 


DAYS ? 


Perhaps not... yet chances ore they're antiqua‘ed enough to that power is being 
wasted every hour of the day. New, improved cables will save money... repay 
their cost many times over. Let us tell you how to make a check-up without cost! 

















lies fy out the window every hour uncil 
‘repairs are compleved. 

More often, the losses aren't 30 easily de- 
tected. Perilous overloads cause heat losses. 
Power “evaporates” invisibly. Maintenance 
and repair bills are considerably higher than 
they should be. 

Safeguara your plant 





Here is an Anaconda cable cha: has 2 scuds, and alkalies. 3. Low sascepabsliry 
rkable record of comm per. 0 combustion and explosion 4 Is 











How te find what’s wrong with your plant’s electric circuits 


Our “Industrial Wising Sutvey” tells you how Brand new, it is che only thing of its kind i j 
co lahias © eiungiie diaap of denied the electrical industry. Scores of situations sve 4 


Problem surprisingty. engineering 
Our “fadustrial Guide for che Selection of is given for che correct wiring solution of each. 
‘Wire and Cable” ells h thetouble. These books are five. Send for your copies | 
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recent ad in Anaconda’s “Modernize Wiring” campaign. 











ANACONDA ADVERTISING 


Here is a recent advertisement in Anaconda’s ‘““Modern- 
ize Wiring” campaign. This and other announcements 
in this series appear in Time, Business Week, Factory 
Management & Maintenance, and other publications go- 
ing to industrial executives in all important fields. We 
offer a complete plan which will enable you to put ona 
local campaign to tie in with this nationwide promotion. 
Send coupon for details. 87554 
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ANACONDA WIRE & CABLE CO., 
25 Broadway, New York City 


We should like a copy of your books and outline for a 
campaign. 





Signed 
Street 


les Offices in Principal Cities City 


















New Products 





Air-Cleaner 


For use in homes, offices, etc., this 
“Clean Air” unit is portable. Will purify, 
circulate, cool or warm, humidify and de- 
odorize the air. Draws impure air 
through fiber filter and two sprays of 
water. Rubber belt, which agitates the 
water, can be removed, and the unit used 
as an electric fan. Heating element can 
be switched on or off as desired. Sup- 
plies warm air enough to heat bathrooms, 
dry hair, etc. Removes dust and dirt, 
and deodorizes air. Unit is 13 in. high 
and 10 in. wide. Weighs 10 pounds. 
Reservoir holds from 4 to 5 quarts of 
water. Operates on 110 volts, a.c. Direct 
current motor is also available. Conti- 
nental Motors Corp., Detroit, Mich.— 
Electrical Wholesaling, October, 1937. 


Solderless Connector 


The new “Chuck-Grit” connector con- 
sists of an internal four jaw chuck ma- 
chined from brass tubing which tightly 
grips the inserted bare ends of the wires 
when the chuck is forced into the tapered 
end of the bakelite insulating shield by 
the knurled bakelite compression nut. 
The connection is made in three steps: 
1. Bare the wires about 4 inch. 2. In- 
sert the wires separately. 3. Tighten 





the compression nut firmly. The con- 
nectors are available in two sizes which 
provide for a wide range of wire sizes 
from 1—No. 14 and 1—No. 18 to the 
equivalent of 4—No. 14 wires. G. & R. 
Electric Co., Wilkensburg, Pa.—Electri- 
cal Wholesaling, October, 1937. 
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Adjustable Floodlight 


This new floodlight unit incorporates an 
effective head and arm, embodying an en- 
tirely new method of adjustment. The 
telescopic arm provides a vertical arc of 
adjustment of 37 degrees in addition to 
complete circle adjustment horizontally, 
permitting concentration of light wherever 
desired. Wiring concealed; removable 
cover at top of arm is provided to ex- 





pose socket terminal. Wiring is accom- 
plished without removal of socket. Re- 
flecting surface of Alzak aluminum, pro- 
viding a soft, even distribution of light. 
Revere Electric Co., 753 Jackson Blvd., 
Chicago—Electrical Wholesaling, Octo- 
ber, 1937. 


Roaster Attachment 


This broiler-grid attachment is for use 
with the regular rectangular Westing- 
house roaster. Consists of adjustable rack, 
with 1,620 watt heating element designed 
to provide uniform heat over entire cook- 
ing surface, and reflector with griddle 
top made of an aluminum alloy. Cooking 
surface is greater in area than standard 





. <i "Gla a 
skillet. Black wooden handle insures cool 
grip. When broiler-grid is raised, grease 
from cooking surface drains into an inset 
and cannot spill. Scientific ventilation 
for smokeless broiling. No special wiring 
necessary. Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa—Electrical 
Wholesaling, October, 1937. 





Pole Top Transformer 


Mounted on top of a pole, the maker 
recommends this transformer for use with 
mercury vapor lighting in outdoor light- 
ing. It makes possible the installation of 
mercury vapor lamps on new or old loca- 
tions with no additional wiring to the 
pole. It permits the use of small in- 
candescent lamps for sign lighting on 
the pole, whereas if the transformer was 
installed in the building, a separate 110- 
volt line would be required. Dongan 
Elec. Mfg. Co. Detroit—Electrical 
Wholesaling, October, 1937. 


Double Waffle-Iron 


With thermostat heat controls, this twin 
waffle iron set can be used with either 
a.c. or d.c. Each iron has cast aluminum 
grids, 6 in. in diameter. Automatic expan- 
sion hinge assures waffles of even thick- 
ness. Operates on 115 volts, 400 watts 
each iron. Finished in chrome plate, with 





walnut trim. Supplied with combination 
cord set so that one waffle iron can be 
used independently of the other. Cord 
set is Underwriters’ approved. Stern- 
Brown, Inc., 42-24 Orchard St., Long Is- 
land City.—Electrical Wholesaling, Oc- 
tober, 1937. 


Gutter Tap 


This gutter tap has been designed to 
eliminate the need of keeping many sizes 
of connectors in stock. Constructed in 
three sections “telescoped” together and 
held in place by Everdur cap screws, each 
tap accommodates a range of conductor 





sizes. It may be quickly installed with 
the use of a single wrench. Easily taped. 
The total conductor range of change in all 
available sizes is from No. 8 solid, up to 
and including 2,000 MCM. Burndy En- 
gineering Co., New York, N. Y.—Electri- 
cal Wholesaling, October, 1937. 
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OILI'VER “a MATERIALS 


Precis ion-made 


Pole Line 
NHaterials 


Perfected by forty years of speciali- 
zation in the manufacture of pole 
line hardware, Oliver Materials are 
outstanding for their accuracy to 
size and shape. Modern production 
methods assure exact duplication of 
thousands of similar units. 


OLIVER IRON AND 


STEEL CORPORATION 
PITTSBURGH, PA. 


APPROVED > or" SINCE 1894 














YAGER'S 
has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


1 pound cans. . . $0.50 ea. 

1 poundcans... .80ea. 

5 pound cans... 3.00 ea. 
Less by reshipper cartons. 


Ask for 
FREE SAMPLE 














Alex R. Benson Co. Ine. 
Hudson, N. Y. 


838 





a 
Acme 
Bias Tapes are 


tape is thor- 
oughly tested TESTED 





Every run of CONSTANTLY 


—for tensile strength, as above, for elonga- 





tion (stretch) and for dielectric strength. 

These tests are made according to AS. 

T.M. standards, but must exceed them by a 

wide margin . . . . points to remember 

when talking insulations to your customers. 

The Aeme Wire Co., New Haven, 
Conn. 


ACME WIRE PRODUCTS 


VARNISHED INSULATIONS — MAGNET 
WIRE COILS—CAPACITORS 











Transformer for Toys 


In these new transformers for trains, 
lights and motor driven toys, a stream- 
lined control is turned to operate a con- 
tinuously variable voltage changer within 
the transformer. This construction re- 





moves live metal parts from top of trans- 
former, thus eliminating possibility of 
child getting a shock while operating the 
train or motor. Dongan Electric Mfg. 
Co., Detroit, Mich—Electrical Whole- 
saling, October, 1937. 


Lamp Guard 


C&E super-duty port- 
able hand lamp designed 
for heavy duty service 
in industrial plants and 
railroads. Handle No. 
7H has a 4-in. thickness 
of wall to protect and 
insulate the heavy duty 
insert socket with its 
cord grip clamp. Special 
backed lacquer finish, 
reduces oil and acid de- 
terioration and makes it 
oil resisting. Ericson 
Manufacturing Co., 
Cleveland, Ohio.—Elec- 
trical Wholesaling, Oc- 
tober, 1937. 





Pre-Focused Flashlight 


Styled in the modern manner, this flash- 
light has these features: pre-focused lamp, 
streamlined styling, chrome finish on 
heavy seamless brass, spare lamp. com- 


abe henge, (eR - 





partment in end cap and locking switch 
action. The lamp and reflector are held 
in perfect alignment giving continuous 
automatic focusing. Burgess Battery Co., 
Freeport, Ill—Electrical Wholesaling, 
October, 1937. 


Hard Service Cords 


“Tricord” all rubber hard service cords 
and cables 60 per cent rubber jacket for 
use where current supply extensions are 
necessary for use with portable tools, ap- 
pliances, machines, and so forth. Designed 
for use for industrials, mills, mines or 
wherever protection is needed against 
abrasions and abuse. Triangle Conduit & 
Cable Co., New York—Electrical Whole- 
saling, October, 1937. 
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ROM COVER TO COVER 


To better serve the electrical wholesaler’s 
salesman, key man of the electrical industry, 


ELECTRICAL WHOLESALING 


becomes 


The Uolesalevs Saletan 


The same vital publication, BUT: 


in name and cover, because from front to back, the publica- 
tion is edited with one fixed objective; to help the salesman 
increase his sales and make more money. 


: 


in editorial treatment, because today’s salesman has little 
time for lengthy articles. “The Wholesaler’s Salesman” will 
be packed with short, snappy, pertinent material that goes right to the 
heart of the salesman’s problems. 


: 


in format, because the appearance must reflect the “speed” 
of the editorial contents. “The Wholesaler’s Salesman” will 
be profusely illustrated with photographs of products, personalities, etc. 
Cartoons will lend animation to many of the items. The magazine will 
be restyled throughout for easy-reading and attractive appearance. 


: 


This publication started in 1920 as “The Jobber’s Salesman.” In 1930 the 
name was changed to Electrical Wholesaling to keep in tune with the 
times. In January, 1938, as ‘The Wholesaler’s Salesman” the entire 
paper will step up to a new speed, to better serve the salesman along 
today’s fast moving sales front. 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 








IMPORTANT see 


E. H. Cantile has rejoined the staff 
of Ackerman Electrical Supply Co., 
Grand Rapids, Mich., as sales manager. 
He has enjoyed 20 years experience in 
the wholesaling and manufacturing 
ends of the business. L. C. Darrow 
has been placed in charge of studio sales 
and is assisted by Agnes Belke a 
newcomer. Ralph Shooks is back on 
the job as shipping and _ receiving 
clerk. Fred Scott has joined the 
force as industrial salesman in the city. 


Robert E. Grundy and Seymour 
Singer are new salesmen with Hobb 
Electrical Supply Co., New York. 
Grundy is outside and Singer is a mem- 
ber of the inside force. 


John J. Crider, who has specialized 
on Crosley products for the past eight 
years in the Kentucky area for Cooper- 
Louisville Co., has been promoted to 
the vice-presidency of that company. 


Forest A. Carson is covering the 
territory north of Haverhill for Fin- 





A new selling plan on HYGRADE Lamps is berg Supply Co., Lawrence, Mass. 
; This firm has also recently added a 
ready for you. (Effective September 15,1937.) 20,000 96, %. ‘wihehowes. 


Raymond Green is a new member 
; of the lamp department of the Gold 
Now the Distributor of these fine lamps will Seal. Electric Supply Co., Philadelphia. 


earn higher profits than ever before! U0 Wiles hs tetas tiie 
from the Trenton, N. J., house of 
Westinghouse Electric Supply to Bing- 
Write us for details—and get your share of hamton, N. Y. L. M. Johnson moves 
from Binghamton to Trenton. 


* 





* 


the profitable fall and winter lamp business. 


\ 


SU 4, Look for the Hygrade 

Triangle, the mark of a 

BAS 2 the well-known brand. 
oot Resets hy 


REG y 


NOW HYGRADE Lamps Give More Light THAN EVER BEFORE! 


HYGRADE Lamps Offer More Profit 


Hygrade 


oR Us Se me 





me -  - 


FROM BOSTON hails Joseph Arvedon. 
He manages the Arvedon Electric Supply 
Co. According to Joe this is the 
independent house in Boston, with she 
v | shingle being hung out back in 1900 by 


his dad. lis father is still president of 
Also Makers of the World-Famous Sylvania Radio Tubes. Copr. 1937, Hygrade Sylvania Corp., Salem, Mass. | the concern. 
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the toughest job! 


Dust, lint and water make life miserable for 
a Safety Switch . . . and so do steam and 
chemical vapors. It takes more than an 
ordinary switch to stand up under these 
conditions ... and deliver dependable, 
trouble-free service year in and year out. 

- But in these rugged Colt-Noark Weather- 
proof and Dust-tight switches you have 
a switch that is designed for just this type 
of abuse. 


Next time you have a job that looks par- 
ticularly tough, put in these hard-boiled 
Colt-Noarks . . . they'll tame it! 


Cott NOARK 
Lust Proof and Weatherproof Switches 


Aes with fusible and non-fusible DUALBREAK mechanism 

with quick-make, quick-break and interlocking covers. Either 
cast iron or cast aluminum cabinets . . . with covers securely fastened 
by extra heavy corrosion-proof eye-bolts and wing nuts. The metal 
handle operates in dust-tight bearings . . . and heavy rubber gaskets 
seal joints between the cover and the case. Tapped conduit holes are 
provided at top and bottom. 


Heavy Duty Switch Mechanism . . . 230 and 575 Volts A. C. and 250 
and 600 Volts D.C. Listed as standard by Underwriters’ Laboratories, 
Inc. The mechanism is completely sealed . . . built for a lifetime of 
safe, dependable service. For full information write to 



















Above is shown Catalog No. 99236 


both open and closed. Note the rugsed = COLT’S PATENT FIRE ARMS MANUFACTURING CO. 


. the compact, simple con- 







struction of the switch unit . . . and 
the generous wiring space at both top CARSTRNCAL: GOWER HARTFORD, CONN. 
and bottom. H. B. Squires Co., Pacific Coast Representative 





COLT-NOARK ~ 


SWIT¢ “HES INDUSTRIAL CONTROI JIPMENT 
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by leading Utilities 
and “Industrials” 


The most careful buyers in 
the country use PENN-UNION 
conductor fittings, because of 
their reliability. 

Every PENN-UNION fitting 
is correctly de- . 
signed, and care- 
fully tested. Every 
one is dependable 
mechanically and 
electrically. 


















For tube, 
bar, cable, 
or wire— 
and all 
combina- 
tions. 


Write 
for the 
PENN- 
UNION 
catalog. 


Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line — 


PENN: 
UNION 


Conductor Fittings 
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Trade 
Literature 


Air Conditioning—A 12-page_ illus- 
trated booklet describing equipment for 
industrial air conditioning, refrigeration 
and space heating. Carrier Corp., New- 
ark, -N. J. 


Tape Promotion—A bulletin has just 
been issued by Plymouth Rubber Co. 
giving their reasons for selling their 
products through legitimate electrical 
wholesalers. 


Indirect Lighting—Handbook-J of 
Curtis Lighting, Inc., Chicago, outlines 
five types of indirect lighting. Includes 
more than 100 illustrations, construction 
data for indirect installations. 


Circuit Control—Bulletin C contains 
descriptions and dimensions of cartridge 
type porcelain cutouts, slate base fuse 
blocks and specials branch circuit panels. 
Kolton Elec. Mfg. Co., Newark, N. J. 


Table Appliances—Well 
40-page catalogue describing new line of 


| stylized coffee makers, toasters, cooker 


sets, irons and waffle irons. Manning, 
Bowman & Co., Meriden, Conn. 


Lighting—“Red Spot” catalogue for 
contractors, architects, dealers and other 
lighting men. Lists complete line of 
Plaskon reflectors, also other units. The 
F. W. Wakefield Brass Co., Vermilion, 
Ohio. 


Wiring With Porcelain—A compre- 
hensive folder dealing with the use of 
porcelain in all wiring systems. Stand- 
ard Electrical Porcelain Mfgs., Chicago, 
Ill. 





PROMOTED. L. W. Taylor, who was 
formerly located at Graybar’s Columbus 


office, has been moved to Chicago as 
assistant sales manager of the outside 
construction department. He reports to 
D. C. Guest of New York who is sales 
manager of that department. 


illustrated, 














Tubular lamp bulbs 
T10, Té!4, T7, T8, 
also miniature and 
auto bulbs from 3 to 
230 volts. Unusual 
Lamps made to 
specifications. 











Makers of good lamp 
bulbs for 15 years. 


Manufacturers, Wholesalers, 
Specialty Jobbers, write for in- 
teresting quotations. 


LAMP CO. 


STREET 


NEW 








EASTERN 


on aa) 


NEWARK JERSEY 








SHERMAN 
SOLDERLESS 
SERVICE 
CONNECTORS 


@ Tough Bronze 

@ Full thread engagement 
@No sharp edges 

®@ Large or small head 










Send for Bulletin No. 22. 
Our Engineering _facili- 

ties are at your disposal. 

Backed by an o de- 
pendable name.— 
Sherman. 


H. B. SHERMAN MFG. CO. 





BATTLE CREEK 
MICHIGAN 





THE 
«RW 
ORIGINAL | 


me: : 
SOLDERING | & 
Ae we 
PASTE 





A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine repu- 
tation and costs no more. Stock it with 
confidence—it’s approved by Under- 
writers’ Laboratories. 


Burnley Battery & Mfg. Co., 





North East, Pa 


ELECTRICAL WHOLESALING — October 1937 











Tools—A well illustrated booklet de- | 
scribing many new products of the Ideal 


Commutator Dresser Co., Sycamore, III. i 4 O M E — Cc A B L E shal 


Circuit-Breaker — Eight-page folder 
covering the non-thermal fully magnetic 
Re-Cirk-It breaker available in instan- 
taneous-trip and _ time-delay action. 
Heinemann Electric Co., Trenton, N. J. 
Mercury Contacts—Catalogue 371-MT - » » Is “No-Friction™ 
illustrates and describes new line of 
Ferro-Tube Mercury Contacts. Jeffer- BU | LDIN tb WIRE 
son Electric Co., Bellwood, II. 
2 ee vee. er ee Rome Cable Wires eliminate fric- 
Laundry Equipment — Forty-seven- tion . . « Between you end your 
page booklet for the housewife. Illus- a sa ene Saboeen fom end 
trations and concise copy tell the story naplimee omer 


of the laundry equipment and its use. Giving full satisfying service at all 


ee oe é times . . . long lasting because in- 
‘a Gee Elec. & Mfg. Co., Mans herent quality is built into every 


type ... that's why Rome Cable 
Wires have so many friends . . . 


Distribution Transformers—Catalogue why they're quick-moving 


insert describing Type R rural-line dis- 


tribution transformers. Applications : ROME CABLE QUALITY 
and specifications also given. General Cote tatenmetiate, Leng Aging Rutter 
Electric Co., Schenectady, N. Y. Approv Usitraty Suet 
tories, Ine. N.E.C.S. ver Strip- 
Time Switches—Catalogue covering ane aad Mebtere sing 
line of synchronous and electrically | § Slick finish for Quick Eight Clear Distinct 





wound time switches. R. W. Cramer & and Easy Pulling Colors 


Co., New York, N. Y 


PRODUCTS — Hot rolled rods, bare and tinned copper wire, bare and. tinned 
strand, U.R.C. weatherproof wire, cotton, paper and asbestos magnet wire, 
rubber insulated wires and cords, lead covered cables. 


CLASSIF: IED AD S SALES OFFICES—New York, Chicago, Philadelphia, Pittsburgh, Richmond, Cleveiand, 


Boston, Dallas, Los Angeles. 

















Distributor Wanted 


Illinois corporation, established 40 

vears, desires reliable distributor to sell 

patented electric specialties. Send 10 

S cents for photo print, proposition and 
catalogue. Address 


Box 91, ELectricAL WHOLESALING, 
330 W. 42nd St., New York, N. Y. 


Line Wanted 


Manufacturers Agent — well estab- 
lished, covering eastern Pennsylvania, 
southern New Jersey and Delaware, can 
take on one additional line. Correspond- 
ence invited. 


Box 92, ELECTRICAL WHOLESALING, 
330 W. 42nd St., New York, N. Y. 





UNITS FOR 


3 V 3 R Y Wherever reflected glare 1s a problem, the new Fostoria 


LO C A L | Z 7 D Canopy Lighting Unit provides completely diffused, high 
intensity illumination. For such tasks as bright metal scrib- 

















SOS | |) hCClUcK Ur 


L | G a T | % G ing, drafting, typesetting, engraving, polishing, hard candy 
mixing, minute inspection work, etc A complete variety of 

a * 7 E D models is available for specific applications. Full informa- 

a tion will be furnished promptly on request. 

* DESCRIPTIVE BROCHURE THE FOSTORIA PRESSED 


FREE "A valuable Send STEEL CORP., FOSTORIA, O. 


NORTH\ QUINCY, MASS. 
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SIMPLE, ISN’T IT? 
ILSCO 






SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 
the tang and V-bottom collar 

which forces the wire into a solid 

mesh— 

NO set-screw contact... 

NO flattening or separating of 
wires... 

NO limitation to one size wire . . 

NO shearing effect whatsoever . . 

NO special tools required to 
make connection . 


NO need for you to search any longer for the PERFECT 
Solderless Connector—WE HAVE IT! 








Isce solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 

















CORRECTION 


COUCH CODE 
CALL SYSTEM 


Through an error, the advertisement 
on page 5! of last month's Electrical 
Wholesaling, featuring the new Code 
Call System manufactured by S. H. 
Couch 


Quincy, Mass., was printed in black 


Company, Inc., of North 
and red. Green should have been 
used instead of red because the dial 
plate is actually furnished in chrome 
green and black finish and the di- 
rectory card also contains green num- 
bers. Red cannot be supplied as 


ustrated in the edvertisement. 


o) 
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